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ABSTRACT 
This study investigates the effect of transactional, contractual, and relational 
service exchange on service quality and customer satisfaction in retail banking. 
The objectives of the research are: (1) to explain why service quality dimensions 
differ across different services, (2) to predict how service quality in each form of service 
exchange impacts service satisfaction and dissatisfaction, and (3) to add knowledge to 
service quality theory generalization. 
Literature in marketing conceptualizes service quality as a five dimensional latent 
construct. The predominant measurement method is the perception-minus-expectation 
difference score framework known as the SERVQUAL under the gap theory. However, 
literature offers little explanation why controversial findings exist when the SERVQUAL 
gap framework is replicated across service boundaries. Little is known about how to 
conceptualize and measure relational service quality for relational marketing exchanges 
and its impact on satisfaction / dissatisfaction. 
Building on the gap theory and using it as a null modeFfor comparison, this study 
theorizes a generic model of service quality with five dimensions: (1) product quality, (2) 
tangible quality, (3) delivery process quality, (4) service recovery quality, and (5) 
relationship quality (Rival Model). The two models were tested and compared through 
a survey research with samples drawn in the retail banking industry in Hong Kong. 
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The research findings support that the proposed service quality has captured more 
critical and generic determinants of service quality for the full domain of service 
exchanges. 
For different forms of service exchanges, the five factors carry differential impacts. 
In transactional exchanges, tangible quality is more important. In contractual exchanges, 
product and service recovery quality are more important. In relational exchanges, 
relationship quality is more important. Delivery process quality is equally important in all 
forms of exchange. 
The proposed generic model provides more precise and meaningful explanation 
and prediction of why consumers are satisfied or dissatisfied with the services when 
compared to the SERVQUAL gap model. 
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Customer satisfaction is the ultimate objective of every business. Service quality 
is a key to customer satisfaction. Service quality is the most researched area in service 
marketing. Yet, it is still a controversial subject in the service marketing literature (Fisk, 
Brown, and Bitner 1993). 
This thesis is about service quality in retail banking. The research focus is the 
concept of service quality under different forms of service exchanges. It is hoping that 
research findings would apply to any retail banking services and other services in similar 
forms of exchange nature as well. 
This chapter introduces the critical research issues, research objectives, research 
focuses, and the significance of research. A starting place is the retail banking context. 
The Retail Banking Industry 
Retail banks have undergone drastic changes in the last 25 years. 
In the 70丨s, strong consumer demand for financial services prompted retail banks 
to adopt a marketing orientation in banking. They aggressively expanded product lines, 
branch network, and banking systems. 
"Deregulation in the early 80,s struck many retail banks. Banks facing fierce 
competition had to rethink their strategic market positioning. Did they want to be (1) a 
financial supermarket, (2) a banking boutique, or (3) a relationship bank? Could they 
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change from order-taking mentality to proactively selling mentality (Donnelly, Berry, and 
Thompson 1985)? • 
The retail banking industry struggled through a turbulent market environment 
characterized by rising operating costs, rapidly changing technology, increasing demand 
from price / quality conscious consumers, and volatile interest rates movement. All 
factors squeezed bank profit margins. The decade closed with a series of worldwide bank 
failures, mergers and acquisitions. Howcroft and Lavis (1987) summarize the changes 
of the surviving retail banks in U.K. in the last decade in Figure 1 • 
Figure 1 
Changes in Retail Banking in the U. K. in the 80's 
(Howcroft and Lavis 1987) 
Table 1 Main Components in the Changing Organizational Form o1 Retail Banking 
Traditional Retail Bank New Retail Bank 
• Oligopoly with Stable Growth Market ^ • Highly Competitive with a 
and a Relatively Unsophisticated Sophisiicated Warke: 
Market 
^ • U!il;2alion ot Information Technology 
.Branch Network D�uv[ay Svstlms ^ • Networks 
• Heterogeneous Package of Services • Provision o^ Selected 
StRviccs ^ Services Airnea at 
• Collection of Deposits Segmenied Markets 
• Conservative Prudent. Risk • Dynamic. Creative. Risk Takers 
Aversive • Specialized Flexible. Matnx Slyle o1 
• Emphasis on Lending Skills, Manapemeni 
Administration. General Ma\ac»cmcni ^ .Markei-0'ien!atecl 
Management. Divisional • Seiimg-Orieniatccl 
Management • "^rofit-copsctous 
• Not Prolil-Conscious • Cosi-Conuoi-Conscioos 
• Not Cost-Conscious 
•. • Essenl丨ally Recruitmeni and Hecro'twem • Increasingly Aimea at SoecializeC 
Training to Meo： Branch Needs and Training — Needs of Organization and Market 
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The 90丨s began with globalization of consumer banking services through global 
ATM networks, credit cards, and investment services. Service quality and relationship 
marketing have become core business strategies for business survival (Smith 1989; Smith 
and Lewis 1989; Wong and Perry 1991; Yasin, Green and Wafa 1991). 
In a Retail Banking Executive Conference held in Beijing in November 1994, 
world-renowned retail banking executives and field experts addressed the following new 
trends in retail banking: 
(1) Retail banks are redirecting their focus from retail banking to 
bank retailing. The role changes from a spread-making producer 
to a commission-based retailer of financial services. (Bernstein, 
MIEKA Retail Stores, 1994) 
(2) Successful retail banks must have clear customer service vision. 
They recognize the importance of creating customer values that 
customers need, want, and are willing to pay for. (Hofferberth, 
A T & T , 1994) 
(3) Retail banks extensively adopt business reengineering process 
to fundamentally rethink and radically redesign the banking 
service systems to achieve dramatic improvement in creating 
customer intimacy, operations excellence, and product 
leadership. (Fernandez, First Chicago Bank, 1994) 
(4) Retail banks adopt relationship banking with an integrated 
customer relationship database to track product usage and 
identify future sales opportunities. (Koved, Bank of America, 
1994) 
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The Retail Banking in Hong Kong 
The Hong Kong retail banking industry survived similar world turbulence: a rapid 
expansion in the 70's, strategic repositioning in the early 80's, and relationship banking 
development in the mid 80's, mergers and acquisitions in late 80's, and the globalization 
and the customer value focus in the 90's. 
To date, Hong Kong maintains its leading position as the world's fourth largest 
international financial service centre in terms of external assets. Five hundred and thirteen 
financial institutions from 40 countries actively conduct banking business in Hong Kong. 
Active in the retail banking sector are 172 licensed banks, with over 1,600 branches 
serving a slightly over six million population in Hong Kong. 
The local retail banking market is dominated by the British-owned (but locally 
listed) Hong Kong and Shanghai Banking Corporation and its affiliate Hang Seng Bank. 
According to SRH (a local marketing research supplier), in 1994, 68% of the adult 
population have an account with one of these two banks. 
American banks (Citibank, Chase, and Bank of America Asia) collectively have a 
15% customer share. Standard Chartered Bank, a note-issuing bank, has 26% of the 
customer base. The PRC banks (mostly incorporated in Beijing) have an increasingly 
influential presence with another 28% customer shares. Thirty-two locally incorporated 
banks (including the bank from which this research sample was drawn) have only 4% share 
of the adult customer base. 
Denton and Chan (1991) report that on average, people in Hong Kong use 2.5 
banks, each for 7.7 years. Four key bank selection criteria are: (1) risk diversification, (2) 
convenience, (3) special promotion offers，and (4) service quality. 
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Kaynak and Kucukemiroglu (1993, 1995) affirms that banking conditions in Hong 
Kong mostly parallel those of many developed countries of the west. Fast, efficient, and 
friendly services are critical patronage motives. They perceive the importance of selected 
patronage factors in a similar manner for both domestic and foreign commercial banks in 
Hong Kong. 
On private banking front, Surtani (1991) reckons that Asia is the world's largest 
fastest growing market for private banking. Hong Kong is the Asian headquarters for 
most private banks. Private banking services in Hong Kong stay at the leading edge by 
world's standards. 
Retail banking is an important, representative, and well-developed service industry. 
It is probably one of the earliest and most-sophisticated service businesses that adopts a 
relationship marketing approach. These explain why retail banking services are often cited 
in service quality research. 
Table 1 outlines some common retail banking services offered by retail banks in 
Hong Kong. Table 2 summaries the key retail banking products market penetration rates 




Common Retail Banking Services Offered in Hong Kong 
Banking Needs Local Services Global Services 
Safety Needs Safe Box Worldwide Emergency 
Legal / Medical Assistance 
through credit cards 
Transaction / Branch Banking Services Travellers' Cheque 
Payment Needs ATM Global ATM 
Phone Banking Money Order 
Debit Card Remittance 
Current Account Credit Card 
Autopay 
ATM Transfer 
Point of Sales Terminal 
Savings Needs Local / Foreign Currency Savings 
Target Savings (Club Savings) 
International Gold Coin 
Unit Trust Savings Plan 
Investment Needs Local / Foreign Currency Offshore Deposits 
Time Deposits Offshore Holding Company 
Local Stock Investment Overseas Stock/Bonds 
Foreign Currency Trading Unit Trust 
Leveraged Deposits Nominee Service 
Real Estate Investment Global Custodian Service 
Private Banking Services Global Investment Portfolio 
Portfolio Management Management Service 
Credit Needs Investment Loans Standby Letter of Credit 
Mortgage Loans Offshore Loan Facility 
Personal Overdraft 
Personal / Tax Loans 
Small Business Loans 
Insurance Needs Life Insurance 
Credit Life Insurance 
Home Content Insurance 




Market Penetration Rates of Retail Banking Services in Hong Kong 
From 1980 to 1994 For Adult Population Aged 15+ 
Population in '000 80 83 85 87 89 92 94 
Population Aged 15+ 3,510 3,944 4,033 4,203 4,356 4,454 4,656 
Current Account 11% 18% 12% 8% 10% 17% 22% 
Savings Account 79% 85% 86% 92% 96% 95% 94% 
ATM n.a. 25% 19% 26% 38% 51% 37% 
Credit Card 2% 5% 5% 8% 13% 53% 70% 
Time Deposits 6% 10% 6% 4% 4% 6% 11% 
Investment in Stocks 3% 3% n.a. 2% 3% 5% 7% 
Personal Loan n.a. 1% 1% 1% 1% 1% 1% 
Source : Survey Research Hong Kong Media Index Market Study Report 80-94. 
Table 1 and Table 2 highlight an important factor that is often overlooked in retail 
banking service marketing research. Retail banking services represent a class of services 
of diversified service exchange nature. Studying retail banking services purely based on 
customer status will probably tender biased results toward transactional and contractual 
banking service customers due to mere sampling probability. 
Retail banking services and credit cards, for example, are two of the services 
studied and from which most of today's knowledge of service quality has derived. 
However, within each service class, one bank may focus on discrete tangible automated 
banking as major service benefits. Another bank may rely on long term intangible 
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relationship marketing through dedicated relationship banking managers. One credit card 
company may position its credit card as a convenience-based payment product for retail 
purchases. Another one may rely on bonus incentive system to encourage long term 
business and satisfaction, thus entering long term relational service exchange with their 
clients. The nature and type of exchange chosen set the nature and levels of customer 
expectations, thus forming different quality assessment dimensions. 
Inconsistent findings are bound to arise when one attempts to generalize beyond 
the nature of service exchange relationship under inquiry. 
The Present Research Focus 
This research aims to answer several long debated key questions in the service 
quality literature. (1) Why do service quality dimensions differ among services? (2) Are 
the 5-dimensions of service quality identified by Parasuraman, Zeithaml, and Berry (PZB) 
generic? (3) Are they adequate under all forms of service exchanges? And (4), is there a 
rival and better conceptualization of service quality? Why or why not? 
The form of service exchange is chosen as the key independent variable because 
it is a simple and meaningful exchange typology. It has been the focus of contemporary 
marketing investigation with rich potential for theoretical and practical contribution to 
service marketing. Specifically, the research explores three forms of service exchange 
relationship: (1) transactional service exchange, (2) contractual service exchange, and (3) 
relational service exchange. Findings of this research may enable meaningful 
genei alization to other services that are of similar discrete, contractual, or relational service 
exchange nature. 
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Service quality and customer satisfaction are the key dependent variables in service 
marketing. Marketers well recognize that customers' need satisfaction is the only judge 
of service quality. Specifically, this research will explore: (1) the probable service quality 
gaps in a service process, (2) their perceived importance, and (3) the impact on service 
satisfaction / dissatisfaction under each form of service exchange relationship. This 
research will develop and test a generic model of service quality. The model will be 
subjected to scientific falsification against the established PZB service quality gap theory. 
Retail banking services was chosen as the research context for two reasons. First, 
leading scholars in service quality research (PZB and others) have been using retail banking 
services to develop knowledge of service quality. Second, relationship banking has been 
a more developed area of relational service marketing (Berry 1983; Donnelly, Berry, and 
Thompson 1985). Surveys by Perrien, Filiatrault, and Ricard (1992) and Holland (1992) 
report that banks all over the world recognize the importance of relationship marketing in 
banking. Many banks have carried out some sort of relationship marketing programmes 
in all or selected services of the bank such as treasury, corporate, retail, and private 
banking business. 
Significance of Research 
The research will contribute to the theory building in service marketing, research 
methodology, banking marketing, and general service marketing practices. 
The research will refine the concept of service quality. It will propose and test a 
theory explaining why service quality dimensions differ within a class of services and across 
services. It will identify and measure determinants of perceived service quality in all forms 
of exchanges. Through formulation of exchange groups, the research will re-create past 
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research scenarios and enable falsification against the established PZB SERVQUAL model. 
The research will enrich our understanding of perceived service quality and its 
impact on service satisfaction under each form of service exchange. Such power of 
explanation and prediction could enable management to select an effective service 
positioning strategy and develop service marketing mix to meet and excel customers' needs 
and expectations. 
Organization of Thesis 
With these objectives and ambition in mind, Chapter 2 reviews the marketing 
literature in four areas: (1) service marketing, (2) service quality, (3) consumer satisfaction/ 
dissatisfaction, and (4) transactional, contractual, and relational marketing. 
Chapter 3 develops a generic model of service quality to explain and predict 
consumer satisfaction / dissatisfaction under each form of service marketing exchange. 
Specific hypotheses will be presented. 
Chapter 4 deals with research methodology, the design, pretest, data collection, 
responses, and validation of research measurement tools through scale development and 
validation procedures. 
Chapter 5 presents results of hypotheses testing and model testing. 
Chapter 6 summarizes and reviews research findings from the perspective of 
scientific research inquiry. The contribution, implications, directions for future research, 
and limitations will be discussed. 
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CHAPTER TWO 
REVIEW OF LITERATURE 
This chapter reviews the following four areas in service marketing literature: (1) 
service marketing, (2) quality and service quality, (3) customer satisfaction/ 
dissatisfaction, and (4) forms of service exchanges. 
Literature on Service Marketing 
Services and service development are results of economic development of a 
community. Riddle (1986) analyses the economic development of Europe. He concludes 
that economic development causes a sequential shift in its employment structure from (1) 
extractive economy (agriculture, mining, forestry, fishing) to (2) manufacturing economy, 
and eventually to (3) service economy. 
In an extractive economy, factors of production are input to a value adding 
process to create products to satisfy consumer needs. Industrialization and automation 
enable mass production of products at lower cost. Rising consumer affluence causes 
consumers to value more time as money. Changing life style shifts consumption 
expenditure from necessities to discretionary items. It also shifts life style from self-
service to hiring services from others. This leads to the development of a service 
I. 
economy. 
The service economy takes off from the development of a service infrastructure 
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in public services (public transportation, mass communication, education, postal services, 
utility, government services, political and religious services). Then to trade services, 
commercial services (whose service recipient is a firm), and ultimately to personal services 
(whose service recipient is a person) (Riddle 1986). 
Lovelock (1991) identifies the following drives leading to the development of a 
service economy: (1) deregulation of government policies, (2) relaxation of freedom to 
provide commercial and personal services, (3) privatization, (4) technological innovation, 
(5) growth of franchising, (6) growth of leasing bridging manufacturing and consumption 
without ownership purchases, (7) growth of after sales services by manufacturers, (8) 
market needs for services, and (9) globalization of services such as tourist and travelling. 
Facing above service forces, Regan (1963), Judd (1964), and Rathmell (1966) first 
recognize the need to study marketing in the service sector. Since the 60丨s, a decade of 
debate began on the question whether services and goods are different (George and 
Barksdale 1974; George 1977; Gronroos 1979; Bateson 1977; Wyckham, Fitzroy, and 
Mandry 1975). The concept of services has changed in form and substance in the last 35 
years. 
Services as Activities 
The earliest concept of service was that services are "activities, benefits, or 
satisfaction offered for sales, or provided in connection with the sales of goods" (AMA 
definition of service 1960). This thought acknowledged that marketing transactions should 
not stop at the change of ownership. It recognized the importance of after-sales services 
as an important product extension and product differentiation. 
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Services as Experiences 
Further to recognizing services as after-sales activities, marketing scholars 
recognize services are deeds of acts. Services are: (1) intangible (Bateson 1977; Berry 
1980，1993; Lovelock 1981, 1983; Shostack 1977), (2) heterogenous (Booms and Bitner 
1981，1982), (3) non-transferable (Judd 1986; Regan 1963; Rathmell 1966), and (4) 
production and consumption process inseparable (Carmen and Langeard 1980; Gronroos 
1978, 1979, 1983). 
Services As Molecular Marketing Entities 
Cited as the landmark article that altered the evolution of the service marketing 
was the article written by Lynn Shostack (1977): "Breaking Free From Product 
Marketing" (Fisk, Brown, and Bitner 1993; Kotler in Gronroos 1990). 
Shostack's (1977) molecular model views a marketing entity can be partly tangible 
and partly intangible, without diminishing the importance of either characteristic. "This 
concept postulates that marketing entities are, in reality, combination of discrete 
elements which are linked together in molecule-like wholes. Elements can be either 
tangible or intangible. The entity may have either tangible or intangible nuclears" 
(Shostack 1977, p74). 
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Figure 2 
Shostack's Molecular Service Product Concept . 
Airline Marketing Automobile 
Positioning Marketing Positioning 
Shostack's molecular concept suggests that every service product be a matter of 
marketing positioning along the tangibility - intangibility domain. Services have tangible 
product elements. Products have service components. She further suggests that one 
principle in market positioning would be the reverse image of the marketing entity -
making tangible products intangible and making intangible services more tangible. 
Shostack's molecular model was empirically validated by the research of lacobucci 
(1992). 
Services As Processes 
Shostack (1987) further suggests that "services are not things, service are 
process". She proposes that service positioning be a choice of the marketer by imposing 
structural change in divergence (variability of step and consequence in service) and 
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complexity (variability of steps that make up the service process). By changing the role 
of service employees, the role of facilities, processing, and the way of service delivery, one 
can structure a service for one's marketing needs to enhance effectiveness. 
Lovelock (1992, 1994) considers services are (1) processing of people, (2) 
processing of possessions, (3) processing of mental stimuli, and (4) processing of 
information. A process implies taking in an input and transferring it into an output. 
People processing involves tangible actions to customers in person (transportation, 
health care, lodging, etc.). Possession processing involves tangible actions directed at 
physical possessions (living creatures and objects of people) and intangible assets 
(insurance, banking). Mental Stimuli processing touches people's minds to shape attitudes 
and influence behaviour (education, news, information, entertainment, etc). Information 
processing involves processing of data, images, text, audio-video signals by computer. 
Lovelock's service process concept classifies the various services according to the 
nature of the service process. The process concept offers rich insights to strategic service 
positioning and service marketing management. 
Services As Systems 
Any service business can be thought of as a system comprising service operations, 
service delivery, and service marketing system (Lovelock 1992). Service operations 
system consists of service personnel, service facilities and equipment. It is the backstage 
of the service production. 
Service delivery system is concerned with where, when, and how the service is 
delivered to the customer. Service marketing system refers to the customer service 
16 
encounter with customers and the setting of the service encounter. It is the front stage 
of the service business. 
The significance of viewing services as systems is that it represents a customer's 
view of the service organization, and a management perspective. The effectiveness and 
efficiency of the service operations systems directly affect the service reliability and service 
problem recovery, which are becoming critical success criteria for service business. 
The service delivery system delivers services to recipients by personal / non-
personal, electronic and physical delivery means. It challenges service marketers to 
design the most cost-effective delivery system for their target service recipients. 
Shostack (1985, 1992) suggests service blueprinting as a technique to objectively, 
visually, and quantitatively describe the service operations and delivery system. Through 
blueprinting, all parties involved in service marketing management and planning can gain 
greater awareness of the complexities of service systems. A common ground for 
communication and sharing information across organizational lines on an ongoing basis 
improve decisions and actions. 
Grove, Fisk, and Bitner (1992), Grove and Fisk (1993) link a drama metaphor to 
service marketing mix. They suggest viewing the service experience as a drama, where 
actors (service providers) perform on a stage setting for the audience (recipients). The 
interaction between the actors and audience can be scripted. The role, the character, the 
purpose of the act, and the costume of the actors are designed to give the audience a 
dramatic experience. Dramatizing the services is an essential service system design and 




The diversity of service industries makes it difficult to come up with a taxonomy 
of services for theory building and strategic marketing purposes. Marketing scholars have 
proposed different classification schemes to classify services (Lovelock 1980, 1983; 
Murphy and Enis 1986; Bowen 1990; lacobucci 1992). 
Based on a 1,186 customer sample from an R.L. Polk mailing list in Dallas and 
Houston, Bowen (1990) empirically classifies services into 3 categories by three 
dimensions: (1) degree of customer contact with customers; (2) degree of customization, 
and (3) role of the service provider in the service process. 
Table 3 reproduces the review of service typologies by Bowen (1990). From 
Table 3, the most commonly cited service classification variables are: 
(1) What types of relationship does the service organization have with 
its customers? (Bell 1981; Bowen and Bowers 1986; Chase 1978; 
Grove and Fisk 1983; Lovelock 1984; Rathmell 1966; and Thomas 
1978) 
(2) What is the nature of the service act (tangible Vs intangible actions)? 
(Bell 1981; Bowen and Bowers 1986; Judd 1964; Langeard and 
Eiglier 1983; Lovelock 1984) 
(3) What is the role of service providers in service customization? 
(Kotler 1984; Lovelock 1984; Rathmell 1966; Thomas 1978) 
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Table 3 
Review of Service Typologies 
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lacobucci (1992) reports empirical evidence of service classification on a 
continuum scale of tangibility-intangibility, standardized-customized, simple-complex 
search experience-credence rating through a survey of 295 MBA students. Degree of 
tangibility refers to the nature of service cost. Standardization-customization refers to 
the role of service providers in service delivery. The search experience-credence 
dimension refers to the nature of discrete-continuous exchange in the service. 
In summary, all service classification studies pinpoint the importance of customer 
relationship as a primary service classification variable. Apparently future research to 
generalize knowledge in service marketing must center on the selected type of customer 
relationship of the service. This is the whole research focus of this thesis. 
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Literature on Quality and Service Quality 
Definition of Quality 
The word "quality" is derived from the Latin "qualitas" meaning "of what" 
(Bergman and Klefsjo 1994). The International Organization for Standardization (ISO 
9000) defines quality as follows: "Quality is the totality of features and characteristics 
of a product or service that bear on its ability to satisfy stated and implied needs." This 
definition contains several key concepts (Gummesson 1992): 
(1) "The totality of features and characteristics of a product or service" 
suggests a holistic view. The definition recognizes that customer is 
not assumed to be buying a series of technically discrete features, but 
on its total offerings. 
(2) "Ability to satisfy needs" suggests that despite the quality standards 
could be product-based, need satisfaction is the only important test 
of quality. In another word, customers are the only judges of quality. 
(?) "Stated or implied needs" suggests that customers may or may not be 
able to articulate their needs. The suppliers must actively attempt to 
make their own interpretation and continuously improve their 
understanding of customers. 
All companies produce and sell a combination of goods and services (although 
the ratio may be different between the two). Thus, in managing quality, companies must 
pay respect to both goods and service quality and the synergy effects between them 
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(Gummesson 1992，p5). -
Goods quality refers to the "conformity to requirements" (Crosby 1979). It is 
primarily an internal definition relating to design quality and production quality. The 
control of design quality emphasizes establishment of specifications, blueprints, 
prototypes, pilot, and robots. The control of production quality for goods emphasises 
production process control through statistical sampling technique, quality inspection, 
quality circles, total quality management (TQM), zero-defect management, and 
benchmarking. 
Service quality refers to the "conformity to customer expectations". Service is 
"produced" through service processes, and delivered to ultimate service recipients 
through service providers and/or automated service devices. The control of service 
quality involves setting up complaint-handling process, periodic focus group research, . 
satisfaction survey, and mystery shopping. This is primarily a customer-based quality 
definition relating to delivery quality and relational quality of services (Gummesson and 
Gronroos 1987). 
Compared with service quality, goods quality is easier to control. Quality 
control efforts in goods quality can be designed to ensure conformity to stated 
requirements and specifications. Defects not up to quality control standards can be 
rejected. There will be no customer impact. 
Service quality is more difficult to control because of the following reasons: 
(1) Management: 
• does not understand customer expectations, 
• does not and cannot define meaningful service standards, 
• does not have capable and willing service providers to deliver better-than-
expected services, 
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(2) Service Providers: 
• do not have the required facilities, premises, process, equipment, etc. to do 
a superior job, 
• do not have the required attitude, willingness, training, skills, knowledge, 
motivation and reward to do a superior job, 
• do not and cannot reliably perform service duties to provide the required 
services, 
(3) Customers: 
• profitable customer segments are not stable, 
• customer expectations are too diversified, 
• customer expectations change too quickly. 
Approach to Quality Management 
Common management approaches to overcome the above service quality 
problems include: (1) to adopt a Total Quality Management (TQM approach), (2) to 
follow ISO 9000 certification, or (3) to use Quality Award Guidelines as principles of 
quality management. 
TQM is a management philosophy that management involves everybody in 
the company to continuously endeavour to fulfill or exceed customers' demands and 
expectations at lower and lower costs in all processes (Bergman and Klefsjo 1994). 
It stresses top management commitment in service improvement. 
Another quality management approach is to adopt the ISO 9000 quality 
assurance certification. ISO stands for the International Organization for 
Standardization, which is a standardization organization based in Geneva. More than 
90 countries are affiliated through their respective standardization office in their home 
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country. Among them are the British Standard Institute (BSI) and the American 
National Standards Institute (ANSI). 
In 1987, the ISO 9000 series established a series of five standards numbered 
ISO 9000 - 9004. ISO 9000 contains basic definitions, concepts, and requirements for 
a documented quality system. ISO 9001 deals with design and development quality 
systems. ISO 9002 deals with production and installation. ISO 9003 deals with final 
inspection and test. ISO 9004 is a guideline for services. A quality system is the 
organization structure, responsibilities, procedures, processes and resources for carrying 
out quality management (ISO 9000). 
Third party certification is a process administered by the Quality Assurance 
Board of each country. The process certifies that certain company has complied with 
quality system requirement according to the ISO 9000 series of standards. That 
certificate is a requisite of contracting, and supplying goods and services to international 
construction, trading, manufacturing, and service business. 
ISO 9001 requirements comprise twenty different points for a quality 
management system. Key elements include: 
(1) Management responsibilities (11) Inspection, measuring and test 
(2) Quality system equipment 
(3) Contract review (12) Inspection and test status 
(4) Design control 0 3 ) Control of non-conforming products 
(5) Document control (14) Corrective action 
(6) Purchasing (15) Handling, storage, packaging and 
(7) Purchase supplied products delivery 
(8), Product identification and (16) Quality records 
“ traceability (17) Internal quality audits 
(9) Process control (18) Training 
(10) Inspection and testing (19) Servicing 
(20) Statistical techniques 
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The third approach to quality management is to use guidelines for national 
quality award evaluation to manage quality. Many different quality awards have been 
created to stimulate companies and organizations to work on quality improvements. 
Among the most reputable ones are the Japanese "Deming Prize", the American 
"Malcolm Baldrige National Quality Award", the European Quality Award, and the 
Swedish Quality Award. 
From 1988 to 1993, nineteen Malcolm Baldrige National Quality Awards were 
given out. Only three of the 19 awards were given to service companies. Award 
winners in the service industry were Federal Express Corporation (1990), and AT&T 
Universal Card Services, and Ritz-Carlton Hotel Group (1992). The quality dimensions 
considered by the Malcolm Baldrige National Quality Award are extracted in Table 4. 
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Table 4 
Malcolm Baldrige National Quality Award Point System 
Examination Categories Maximum Points 
1.0 Leadership 100 
1.1 Senior Executive Leadership 40 
1.2 Quality Values 15 
1.3 Management for Quality 25 
1.4 Public Responsibility 20 
2.0 Information and Analysis 70 
2.1 Scope and Management of Quality Data and Information 20 
2.2 Competitive Comparisons and Benchmarks 30 
2.3 Analysis of Quality Data and Information 20 
3.0 Strategic Quality Planning 60 
3.1 Strategic Quality Planning Process 3 5 
3.2 Quality Goals and Plans 25 
4.0 Human Resource Utilization 150 
4.1 Human Resource Management 20 
4.2 Employee Involvement 40 
4.3 Quality Education and Training 40 
4.4 Employee Recognition and 
Performance Measurement 25 
4.5 Employee Well-being and Morale 25 
5.0 Quality Assurance of products and Services 140 
5.1 Design and Introduction of Quality Products and Services 3 5 
5.2 Process Quality Control 20 
5.3 Continuous Improvement of Processes 20 
5.4 Quality Assessment 20 
5.5 Documentation 10 
5.6 Business Process and Support Service Quality 20 
5.7 Supplier Quality 20 
6.0 Quality Results 180 
6.1 Product and Service Quality Results 90 
6.2 Business Process, Operational, and 
Support Service Quality Results 50 
6.3 Supplier Quality Results 40 
7.0 Customer Satisfaction 300 
7.1 Determining Customer Requirements and Expectations 30 
7.2 Customer Relationship Management 50 
7.3 Customer Service Standards 20 
7.4 Commitment to Customers 15 
7.5 Complaint Resolution for Quality Improvement 25 
7.6 Determining Customer Satisfaction 20 
7.7 Customer Satisfaction Results 70 
7.8 Customer Satisfaction Comparison 70 
Total Points 1000 
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Perceived Service Quality 
Perceived service quality is a nonobservational marketing concept. Literature 
defines it as the perceived discrepancy between consumers' perception of service 
performance and expectations. It is inferred through operating definitions of gaps 
(measurement scales) of some service quality dimensions (known as latent constructs). 
Several basic questions on concept specification arise. For example, (1) From 
whom should it be measured? (2) When should it be measured? (3) What are the generic 
dimensions in service quality? (4) How should it be measured? And (5) Should such 
measurements vary from service to service? Discussion on each question follows. 
From Whom to Measure? 
PZB (1988) identify five service quality gaps among service organization, 
service providers, and service recipients. At which level should service quality issues 
be addressed? As defined in the previous sections, customers' need satisfaction is the 
ultimate purpose of any marketing study. Service quality issues should be measured 
from the service recipients' point of view. 
When to Measure? 
Service quality can be measured before, during, or after service. Measuring 
service quality before any service experience is measuring customers' perception of the 
service organization / services rather than perceived service quality. Measuring service 
quality during service is probably measuring customers' transaction specific satisfaction 
/ dissatisfaction. In literature, service quality construes "a global judgement, or attitude, 
relating to the superiority of service" measured after services. 
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In answering question three to five, literature recognizes the work of 
Parasuraman, Zeithaml and Berry. 
Service Quality Gap Theory 
The predominant work in service quality is by Parasuraman, Zeithaml and Berry 
(PZB 1985, 1988, 1990a, 1990b, 1993，1994; Parasuraman, Beny, and Zeithaml 1991, 
Zeithaml, Parasuraman, and Berry 1985b, 1990; and Zeithaml, Berry and Parasuraman 
1988a，1991). 
Generic Dimensions 
Through qualitative research on four types of services (retail banking, credit cards, 
broker services, and product repair and maintenance), PZB (1985) identify five gaps and 
10 determinants in service quality. 
The 10 dimensions are: (1) tangibles, (2) reliability, (3) responsiveness, (4) 
competence, (5) courtesy, (6) credibility, (7) security, (8) access, (9) communication, 
and (10) understanding the customer. After adding one additional long distance 
telephone service and based on qualitative studies and factor analyses, they report that 
the 4th to 10th dimensions sum up in two dimensions. The definitions of the resulting 
five dimensions are as follow: 
1. Tangibles: the appearance of physical facilities, equipment, 
personnel, and communication materials 
� 2 . Reliability: ability to perform the promised service 
dependently and accurately 
3. Responsiveness: willingness to help customers and provide 
prompt service 
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4. Assurance: knowledge and courtesy of employees and their 
ability to inspire trust and confidence 
5. Empathy: caring, individualized attention the firm provides 
its customers 
How to Measure? 
Operationally, PZB measure the 5 service quality gaps by a weighted or 
unweighted "performance-minus-expectation" difference score framework known as 
SERVQUAL. 
k 
SQi = ZWj(Pij-Eij) 
j=i 
where 
SQi = SERVQUAL overall perceived quality of stimulus i. 
k = the number of attributes 
Wj = a weighting factor (assumed to equal 1 in PZB studies) 
Pij = performance perception of stimulus i with respect to attribute j 
Ejj = service quality expectation for attribute j that is the relevant norm for 
stimulus i 
PZB (1988, pl7) define expectations (E) as ” desires or wants of consumers, i.e. 
"^'hat they feel a service provider should offer rather than would offer. “ It is different 
from consumer satisfaction literature in that service expectations (E) do not represent 
predictions about what service providers "would" offer, but rather what they "should" 
offer (Teas 1993b, pi8). PZB's expectation concept intends to measure customers' 
normative expectations. The PZB gap concept represents a comparison with a norm, 
rather than a difference in predicted service and received service, which is the traditional 
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concept of experience-based satisfaction in the CS/D literature (Teas 1993b). 
Exceeding the norm (positive SQ Value) means high quality is received, and 
falling short of the norm means low quality is received. Note that the PZB model is a 
measurement model. It assumes that the service attributes are additive. A high positive 
rating in one attribute can be offset by a low rating of another attribute to come up with 
an overall perception score. 
In the earlier PZB data collection procedure, each service attribute is rated by a 
LIKERT scale representing agree / disagree (strongly agree = 7, strongly disagree = 1) 
on two matching statements; for example: 
1. Expectation (E): "The physical facilities should be appealing." (norm) 
2. Perception (P): "XYZ's physical facilities are visually appealing." 
Such a difference score model has an individual attribute scale value from -6 to 
+6. A value of zero represents perception equal expectation. However, one may 
appreciate such an additive model with probable absolute zero value may cause 
problems to statistical analysis. Hypothetically, if the sum of all attribute gap scores 
equals zero, the SERVQUAL would not have any meaningful statistics such as 
correlation with criterion variables. This numerical scaling deficiency was a point of 
attack by Teas (1993b). 
Variation in Different Services 
- Replicative studies using the SERVQUAL five dimension framework reported 
controversial issues in conceptualization, validity and methodology. Major studies and 




























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Issues in Service Quality Measurement 
The critical issues under debate center along the following areas. ‘ A brief 
discussion of each issue follows. 
(1) Dimensionality : whether the five dimensions of service 
quality are generic and adequate for all services (Carman 1990; 
Finn and Lamb 1991; Brown Churchill and Peter 1993; PZB 1985, 
1988, 1994), 
(2) Comparison Base: whether service quality evaluation should 
be gap-based (PZB 1985，1988, 1991; ZBP 1991), subjective 
expectation disconfirmation-based (Brown, Churchill and Peter 
1993), performance-based (Cronin and Taylor 1992, 1994), 
evaluated norm-based (Teas 1993b, 1994), or predictive 
expectation-based (Boulding, Staelin, Kalra and Zeithaml 1994), 
(3) Statistical Properties; whether the PZB difference score has 
problem with validity, reliability, zero correlation with criterion 
variable, and variance inequality to prohibit meaningful statistical 
inference (Brown, Churchill and Peter 1993). 
(4) Comparison Standard: whether the comparison standard should be 
a vector attribute (no ideal point), a classical ideal point (beyond 
that point, better performance is dysfunctional), or a feasible ideal 
point (Teas 1993b, 1994). 
Dimensionality 
In PZB's refinement of SERVQUAL 5 dimension gap model, they acknowledge 
that��dif ferences in the number of empirically derived factors across replications may 
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be primarily due to across-dimension similarities and/or within dimensions differences 
in customers' evaluation of a specific company involved in each setting. At a general 
level, the five-dimensional structure of SERVQUAL may still serve as a meaningful 
conceptualframework for summarizing the criteria customers use in assessing service 
quality'' (PZB 1991, p440). 
To a large extent, service products studied by PZB were short-term discrete 
transactional exchanges (retail banking, fast food, credit card, long distance telephone, 
discount stores), and contractual service exchanges (product repair and maintenance, 
business equipment repair, truck rental/leasing, dry cleaning, automobile repair, and 
hotels). Replication studies on services of more long term relational exchange nature 
reveal that there are greater overlaps among the responsiveness, assurance, and 
empathy quality and the 5-dimension SERVQUAL model is inadequate. 
Additional determinants in service quality are identified. For examples, in 
physician and accounting services, professional competence (product quality) is essential 
(Brown and Schwartz 1989; Freeman and Dart 1993). In accounting services, ability 
to handle exceptions (service recovery) is also important (Freeman and Dart 1993). In 
insurance, the satisfaction and trust in the salesperson (relationship quality) are crucial 
(Crosby, Evans, and Cowles 1990). In airlines, the product attributes such as food and 
leg room in the cabin are critical (Elliott and Roach 1993). These are other important 
dimensions of service quality not included in the original PZB 5-dimensional model. 
Comparison Base 
Based on Bolton and Drew's (1991) and Oliver's (1980) concept of service 
quality as an attitude, Cronin and Taylor (1992) compare performance-based service 
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quality measures against PZB's gap-based measures on the original PZB's five 
dimensional construct. Specifically, they compare the following service quality models: 
(1) Service Quality 二 （Performance - Expectation) 
(2) Service Quality = Importance * (Performance - Expectation) 
(3) Service Quality = (Performance) 
(4) Service Quality = Importance * (Performance) 
With a sample consisting of two firms in each of four industries: banking, pest 
control, dry cleaning, and fast food, Cronin and Taylor report that the SERVQUAL 5 
dimension factor structure cannot be confirmed by LISREL confirmatory factor analysis. 
Comparing the four models, the unweighted performance only measure (referred as 
SERVPERF) has better criterion-related validity than the rest of models. They also 
locate a significant causal link from service quality to satisfaction through structural 
modelling. 
Statistical Properties 
Brown, Churchill, and Peter (1993) also pinpoint three problems with 
SERVQUAL scale: (1) poor reliability, (2) questionable discriminant validity, and (3) 
variance reduction of difference score causing problems in statistical analysis that 
requires equality of variances. 
Non-difference score approach involves asking respondents to indicate how their 
perceptions match their expectations for the same 22 SERVQUAL items on the scale 
ranging from "much worse than I expected," ...."somewhat worse ...," "slightly worse 
...，•• through neutral and up to "much better than expected." 
With an undergraduate sample on financial services, they conclude that a non-
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difference score measure is a preferred method because it outperforms SERVQUAL 
scale in discriminant and nomological validity properties. 
PZB (1991) respond that the alleged psychometric deficiencies of the difference 
score formulation are not as severe as they suggest. The richer diagnostics of 
SERVQUAL may more than justify the separate measurement of perceptions and 
expectations. 
PZB support their arguments by proving the high reliability of SERVQUAL 
component perception and expectation constructs. "Both the difference score and non-
difference score approach show acceptable discriminant validity... The variation 
restriction is a legitimate concern but the concern will be serious only if the difference 
score measure is used as the dependent variable in multivariate analysis. It is not 
relevant when the difference scores are used for diagnostic purposes" (PZB 1991, 
pl43). 
PZB further point out that the non-difference score approach and perception 
score approach give a favourably biased result of service quality. The difference score 
approach infers an unbiased gap when measuring the perception and expectation scores 
separately. 
The question whether service quality perception should be gap-based, 
performance-based, or subjective disconfirmation-based depends on the timing and 
purposes of service quality measurement. If service quality measurement is taken 
before the recipient has any service experience with the subject service organization, the 
service quality is only perception. Perceived service quality is influenced by the image 
of the service company (Gronroos 1984). The comparison base of service quality could 
be perception-based. 
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If service quality measurement is taken after the recipient has become a customer 
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of the service organization, then service quality becomes a global attitude of service 
excellence (original definition of the PZB SERVQUAL gap framework). It is the 
resulting snapshot of the cognitive state after a series of satisfied or dissatisfied service 
transaction specific experiences. That is the rationale why service quality is modelled 
as a consequence of service satisfaction / dissatisfaction. Customers could have changed 
their perception in view of service reality. 
For measuring post service experience-based service quality perceptions, a 
normative measurement approach could provide more objective and diagnostic values 
of perceived service quality. Normative expectation is the customers' "should be" or 
"desirable" expectations toward a service. Normative expectation reflects the 
customers' experience-norms from other similar services or dissatisfied experience in 
other services. It reflects the results of the psychological assimilation and contrast effect 
toward new experience. 
Customers' post service experience-based perception is a better reflection of 
what the service "would offer" (reality). That could be why Cronin and Taylor's 
perception measure is a more valid explananda of the past and predictor of future 
service satisfaction compared to PZB's normative measure. The predictive expectation 
used by Boulding, Staelin, Kalra, and Zeithaml reflects such reality-adjusted 
expectations. Service quality compared from this adjusted predictive expectation should 
be a more precise predictor of the service satisfaction for the next service encounter. 
Comparison Standards 
As discussed earlier, researchers may evaluate service quality on different bases 
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and against different standards for different measurement purposes. 
Teas' evaluated norm relatively to available alternative and PZB's desirable 
service expectations are similar concepts. They reflect a feasible ideal point, not a 
classical ideal point (where beyond such point, better performance is dysfunctional), nor 
a vector attribute (higher always better). 
In Chapter 3, the author will introduce a generic service quality model based on 
ZBP's (1993) revised gap theory on the service adequacy and service superiority 
comparison standards. 
Service quality is a key dependent variable in service marketing studies. This 
study focuses on post service perceived service quality. For validation purposes, this 
research measures perceived service quality by the three measurement methods: (1) 
PZB's SERVQUAL gap scores, (2) Cronin and Taylor's perception-based scores 
(SERVPERF), and (3) Brown, Churchill, and Peter's subjective disconfirmation scores 
(DISCONF). 
This research models perceived service quality as the key intervening variable to 
explain and predict service satisfaction / dissatisfaction. The chosen form of exchange 
relationship with customers (independent variable) will have impacts on service 
satisfaction (dependent variable) via the mediating effects of service quality (intervening 
variable). 
Customer satisfaction / dissatisfaction will also be the critical criterion variables 
for service quality model evaluation. Therefore, it is imperative to differentiate the two 
concepts and review the significant satisfaction theories in the next section. The 
surviving service quality model should be consistent, stable with the required unifying, 
and heuristic power in satisfaction theory integration. 
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Literature on Satisfaction / Dissatisfaction 
According to Oliver (1981, p. 26), not until early 80's, consumer behaviorists had 
no theory of satisfaction. Rather, a post-decision phenomenon known as cognitive 
dissonance provided a sufficient framework for understanding post-purchase responses. 
Beginning in the early 80's, marketing scholars explored the full aspects of consumer 
satisfaction: 
(1) determinants of satisfaction (Churchill and Surprenant 1982; 
Westbrook 1981; Oliver and DeSarbo 1988); 
(2) satisfaction formation process (Tse and Wilton 1988; Oliver and 
Swan 1989; Oliver 1980, Swan and Combs 1976; LaBarbera and 
Mazursky 1983; Oliver and Bearden 1985; Swan and Trawick 
1981; Woodruff, Cadotte and Jenkins 1983, and 
(3) measurement of satisfaction construct (Westbrook 1980, Oliver 
1981; Peterson and Wilson 1992). 
In the 1990, the satisfaction/ dissatisfaction research started to understand: 
(1) dimension and structure (instead of process) of satisfaction (Oliver 
1993; Singh 1991); 
(2) antecedent and consequence of satisfaction process and 
determinants: (Yi 1993; Anderson and Sullivan 1993; Babin, 
Griffin, and Babin 1994; Dick and Basu 1994; Rust and Zahorik 
1993; Meyers-Levy and Sternthal 1993; Yau 1994), 
(3) extending satisfaction studies to service sectors (Oliver 1994， 
Bitner 1990, 1992, Oliva, Oliver, and MacMillan 1992). 
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For a clear understanding of the consumer satisfaction / dissatisfaction concept, 
we need to define and distinguish satisfaction from attitude, expectancy disconfirmation 
and service quality. 
Expectancy Disconfirmation Theory 
The predominant consensus of consumer satisfaction is a process of post-
purchase disconfirmation experience, where consumers subjectively evaluate the 
performance of the products against the anticipated expectation of product performance. 
The expectations can be (1) positively disconfirmed (better than expected resulting in 
satisfaction), (2) negatively disconfirmed (when the product performs poorly resulting in 
dissatisfaction), and (3) confirmed when a product performs as expected. 
Expectations 
Expectations reflect anticipated performance. The satisfaction literature suggests 
consumers may use different "types" of expectations when forming an opinion about a 
product's anticipated performance. Miller (1977) identifies four types of expectations: 
ideal, expected, minimum tolerable, and desirable. Woodruff, Cadotte and Jenkins (1983) 
use experience-based norms. 
Performance 
Performance is a judgement of the outcome of the product. 
Disconfirmation 
Disconfirmation is an intervening construct representing the cognitive state of 
perceived discrepancies between prior expectations and actual performance. 
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Satisfaction 
Satisfaction is an outcome of post-purchase experience resulting from the buyers' 
comparison of the rewards and costs of the purchase in relation to the anticipated 
consequence. 
Attitude 
Attitude is a predisposition to purchase (LaTour and Peat 1979). Literature 
recognizes attitude has three components: (1) cognitive component (rational evaluation). 
(2) affective component (emotions of like/ dislike), and (3) predisposition to action. 
Service Quality 
Service quality is the perceived discrepancy between perceived service 
performance and service expectations. It compares perception of service performance 
against a norm (what the service "should offer" instead of "would offer" or "has 
offered"). 
Therefore, satisfaction is different from service quality. Satisfaction is a 
transaction specific experience of the service outcome (actually offered) against 
expectations. Service quality refers to the global attitude of what the service "should 
offer or would offer" against expectation. 
Satisfaction is also different from attitude concept in the following three aspects: 
(1) satisfaction is transaction specific; (2) satisfaction is a post-experience, and (3) 
satisfaction / dissatisfaction may cause changes in attitude. 
Disconfirmation - Satisfaction 
The relationship of the constructs in the CS/D literature (Oliver 1981，Yi 1993, 
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Bitner 1991) is described in Figure 3. 
Figure 3 
Disconfirmation and Satisfaction Paths (Yi 1993) 
Expectation 
Disconfirmation ^ Satisfaction 
I 
Performance 
Yi (1993) researches the direct causal link paths of expectation-satisfaction and 
performance-satisfaction. When the product is ambiguous (intangible nature or more 
difficult to judge), consumer expectations have direct effects on consumer satisfaction as 
well as indirect effects through disconfirmation. On the other hand, when product 
ambiguity is low (easy to evaluate), product performance has direct effects on consumer 
satisfaction as well as indirect effects in disconfirmation. 
Attribution Theory 
Oliver (1993) models satisfaction with a cognitive, affective, and attribute base. 
Cognitive base refers to the direct performance-satisfaction effects and the indirect 
performance-disconfirmation effect on satisfaction. 
43 
Affective bases refer to the positive/ negative effects (like and dislike) of emotions. 
Positive effects are delight, joy, pleasure with the purchase. Negative effects are the 
anger, disgust, and contempt feeling on satisfaction. Consumer affect may arise as 
"attribute dependent". 
Using medical and health care semce as samples, Singh (1991) identifies 
satisfaction has a process component (antecedents and consequences), as well as a 
structural component (content and dimension). He compares alternate satisfaction model 
and concludes that the multidimensional, multi-object model best explain patients' 
satisfaction with medical services. A patient may be satisfied with the physician's care and 
expressive service dimension, but dissatisfied with hospital cost and access. Therefore, 
in understanding the total satisfaction and behavioural intent (switching doctor/ hospital), 
it is essential to analyse not only "is patience satisfied?", but also "what is the consumer 
satisfied with?". 
Equity Theory 
Equity theory predicts that consumers judge disconfirmation based on weighting 
the costs (inputs) to the exchange is equity, or in his favour, the customer will be satisfied. 
If it costs him more than he gets, he will attempt to achieve equilibrium by adjusting the 
costs and benefits of the product selected. 
Oliver and Swan (1989) test the equity theory in service exchange between 
automobile salespeople and customers. The fairness dimension mediates the effect of 
inputs and outcomes on satisfaction. 
•• 
Huppertz (1979) considers consumer inputs (price paid, travel time to store) and 
seller inputs (advertising, service level) in shopping behaviour. The ratio between 
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consumer inputs / seller inputs compared with consumer outputs (product life and usage) 
and seller outputs (profit and word-of-month compliments) represent a measure of equity 
and inequity. Through these ratios, he differentiates satisfied and dissatisfied customers. 
Dyadic Role Expectation Theory 
Similar to the equity theory, Solomon, Surprenant, Czepiel and Gutman (1985) 
report that the role congruence or role discrepancies (resulting from dyadic interaction 
between a service provider and a customer) is an important determinant of the customers' 
global satisfaction with the service. 
The basic concept rests behind customers' role expectations of the service provider 
against performance. If the role is ambiguous, non-congruent, customers will be 
dissatisfied. If the role ambiguity is low, and customers' perception of the role of service 
provider is congruence, customers will be satisfied. 
Bitner's (1990), and Bitner, Booms, and Stanfield's (1990) study of satisfaction 
resulting from favourable and unfavourable incidents support the dyadic role theory. 
During critical service failure (delay or cancellation of airline service), the customer 
definitely has an unpleasant service experience. However, if the service providers behave 
appropriately during such service failure (i.e. keeping customer informed, extra care and 
patience to customers), customers may be more sympathetic and become less dissatisfied 
with the service. 
Catastrophe Theory 
Oliva, Oliver, and MacMiilan's (1992) catastrophe theory of service satisfaction 
takes consumer satisfaction and transaction costs as independent variables and explores 
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their impact on brand loyalty or switching. They propose the satisfaction-loyalty 
relationship is both linear and non linear, depending on the level of customer involvement 
(transaction costs). 
Based on a sample of General Electric Supply data, they test a catastrophe model 
to represent a service loyalty-customer response surface. A catastrophe model is a cusp 
model, represented by the equation Z^ - X - YZ = 0. The dependent variable is brand 
loyalty as Z on the vertical axis, satisfaction level as X, and customer transaction cost as 
Y. 
The model characterizes some complex relationships in Figure 4 and 5. 
(1) Divergence At point F and Gin Figure 4，very small difference in the 
value of X (satisfaction) may result in totally different loyalty behaviour 
on the Z axis. This represents that a slight error in product positioning 
may cause service loyalty or complete service avoidance. 
(2) Catastrophe Catastrophe is a sudden, discontinuous shift in 
behaviour. When the X and Y values are close to the edge of the fold 
area, a slight change in X or Y may imply a sudden change in behaviour, 
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(3) Hysteresis Once a sudden shift occurs, the customer will never 
return to the level they were when the shift was made. Customers 
tend to keep behaviour at its current level. This is represented by 
point C, D, E in Figure 5. Satisfaction increases at point C (a neutral 
position), suddenly shifts to D (highest). Sudden emotional response 
will cause dissatisfaction (due to higher expectation) and back to 
point E, which is even more dissatisfied than before. 
(4) Bimodalitv Within the fold area delimited by the cusp in Figure 
4, the dependent variable can take one of the two different possible 
behavioural intents for a given set of independent variable. 
Customers' current behaviour is dependent on recent past behaviour. 
Just as during service recovery situations, service adjustment to an 
unhappy customer may not reduce unhappiness. The same adjustment 
made to happy customers may not reduce happiness. 
The catastrophe model has face validity. It explains the dramatic change in service 
attitude and service satisfaction during normal customer service encounters and difficult 
customer encounters such as service failure, delays and recovery actions. To illustrate the 
catastrophe effect, the following was a real case reported by the local newspaper about 
one credit card customer's experience. 
A credit card customer applied for a new credit card, expecting he would get a 
complimentary gift as promised. He thought the offer was so fabulous that he even 
convinced his friends to apply for the same. To his surprise, the sales promotion was so 
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successful that all the gifts became out of stock for six months. Even worse, his credit 
card application was rejected after one month without any reason. He swore that he 
would never bank with this bank again. He would not have hated the bank so much, had 
he not said good things about the promotion offers to his friends. 
Catastrophe models have applications in many psychology studies with success. It 
has rich potential in understanding complex service quality - satisfaction - loyalty 
relationships. 
Service satisfaction / dissatisfaction is a new and important subject of study in 
service marketing. This research takes service satisfaction / dissatisfaction as the key 
outcomes of the service process. It is also used as a criterion variable on which the 
refinements on the perceived service quality concepts under each chosen form of service 
exchange are evaluated. 
Service Quality-Satisfaction Link 
Literature recognizes that service quality could be an effect and an antecedent to 
service satisfaction. In consistent with customer satisfaction/ dissatisfaction (CS/D) 
research, marketing scholars distinguish customer satisfaction and service quality. 
Customer satisfaction is a transaction specific assessment where service quality is a global 
attitude assessment. Researchers holding that viewpoint posit that transaction specific 
satisfaction leads to global quality assessment (Carman 1990, PZB 1988; Bitner 1990; 
Bolton and Drew 1991). 
More recent researches argue for the contrary - service quality is an antecedent of 
customer satisfaction (Churchill and Surprenant 1982; Reidenbach and Sandifer-
Smallwood 1990; Woodside, Frey, and Daly 1989; Cronin and Taylor 1992). The 
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direction of causality between service quality and customer satisfaction is still an 
important unresolved issue to date. 
Teas (1993b, p30) offers the following thoughtful suggestion; 
"One way to integrate these h\>o causal perspectives is to specify two 
perceived quality concepts - transaction-specific quality and relationship 
quality - and to specify perceived transaction-specific quality as the 
transaction-specific performance component of contemporaiy consumer 
satisfaction models... Furthermore, ... transaction-specific satisfaction 
could be argued to he a predictor of perceived long-term relationship 
quality.“ 
Figure 6 portrays the proposed transaction-specific conceptual model. This model 
posits that a customer's overall satisfaction with a transaction depends on his or her 
assessment of service quality, product quality, and price (PZB 1994, pl21). In this 
model, service quality leads to transaction-specific satisfaction‘ 
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Figure 6 
Components of Transaction-Specific Evaluations 
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Building on this service quality-satisfaction path, PZB (1994) develop the following 
untested hypothesis. Figure 7 depicts customers' global impression about a firm stemming 
from an aggregation of transaction experiences. It is consistent with the "satisfaction 
leads to overall quality perceptions" school of thought embraced by service quality 
researchers (Bitner 1990; Bolton and Drew 1991; Carman 1990). 
This service quality - satisfaction - service quality path remains an important but 
unresolved area of research. 
This study surveys post service perceptions and experiences. It posits that 
customers' self-reported satisfaction /dissatisfaction depends on the perceived service 
quality discrepancies inherent in each chosen form of service exchange. Based on the 
nature and magnitude of these perceived discrepancies, this research aims to explain why 
customers have reported service satisfaction / dissatisfaction. It is in line with the thinking 
of Cronin and Taylor, and Teas that superior service quality contributes to service 
satisfaction. Inadequate sen/ice quality contributes to service dissatisfaction. Consumers 
attribute service satisfaction and dissatisfaction to different quality discrepancies under 
each chosen form of exchange relationship. 
Transactional. Contractual, and Relational Service Exchange 
Marketing literature recognizes the negotiation, power, conflict, and exchange 
relationship among the supplier-manufacturer-marketer-consumer exchange. Table 6 




Literature in Marketing Exchanges 
Among Marketing Channel Parties 
Exchange Relationship Areas of Study 
(1) Supplier- 1. Conflict resolution approaches and trust (Sullivan, 
Manufacturer Peterson, Kameda, and Shimada 1981) 
Exchange 2. Hybrid arrangements as strategic alliances (Borys and 
Jemison 1989) 
3. Alliances in industrial purchasing (Heide and John 1990) 
4. Interoganizational governance in marketing channel 
(Heide 1994) 
5. Market research and end user relationship (Moorman, 
Deshpande, and Zaltman 1992, 1993) 
6. Long term manufacturer-supplier relationship (Kalwani 
and Narayandas 1995) 
(2) Manufacturer- 1. Bargaining in an asymmetrical power structure (Dwyer 
Marketer and Walker 1981) 
Exchange 2. Bargaining behaviour and outcomes in an asymmetrical 
power relationship (Dwyer 1984) 
3. Interorganizational exchange behaviour in marketing 
channels (Frazer 1983) 
4. Power and conflict in channels of distribution (Gaski 
1984) 
5. Relationship management between organizational buyer 
and seller (Spekman and Johnston 1986) 
6. Distributor power vs manufacturer power (Butaney and 
Wortzel 1988) 
7. Dynamics of long term business-to-business exchange 
relationship (Dabholker, Johnston, Cathey 1994) 
8. Commitment and trust theory of relationship marketing 
(Morgan and Hunt 1994) 
(3) Co-marketing 1. Symbiotic marketing (Adler 1966) 
Alliance 2. Long term relationship in domesticated markets (Arndt 
Exchange 1979) 
3. Marketing intermediaries in channel of distribution for 
services (Donnelly 1976) 
, 4. Dyadic business relationships within a business network 
context (Anderson, Hakansson, Johanson 1994) 
5. Determinants of long term orientation in buyer-seller 
relationship (Ganesan 1994) 
6. Co-marketing alliances (Bucklin and Sengupta 1993) 
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Table 6 (Cont'd) 
Literature in Marketing Exchanges 
Among Marketing Channel Parties 
Exchange Relationship Areas of Study 
4. Marketer- 1. A resource exchange theory analysis of consumer 
Internal behaviour (Brimberg and Wood 1983) 
Customer 2. Internal marketing (Gronroos 1981, Berry 1981, Berry 
Exchange and Parasuraman 1991) 
3. Salesforce socialization (Dubinsky, Howell, Ingram and 
Bellenger 1986) 
4. A general framework for explaining internal Vs external 
exchange (Lusch, Brown, Brunswick 1992) 
5. Marketer (Seller) 1. Effectiveness in sales interactions (Weitz 1981) 
-External 2. Influence on exchange processes (Schurr and Ozanne 
Customer (Buyer) 1985) 
Exchange 3. Buyer-seller relationship (Dwyer, Schurr and Oh 1987) 
4. Consumer negotiated pricing (Evans and Beltramini 1987) 
In literature, the fundamental concept of buyer and seller relationship was laid out 
by Dwyer, Schurr, and Oh (1987) in their article titled "Developing Buyer-Seller 
Relationship". Drawn on the provocative work of MacNeil (1980), they conceptually 
differentiate buyer-seller relationship on discrete and relational exchanges. 
Relational exchange is different from discrete transactional exchanges in several 
key dimensions: (1) duration of exchange, (2) ongoing collaboration based on trust, (3) 
complex exchange, (4) engaged in social exchange with personal, non-economic 
satisfactions between exchange participants, and (5) ongoing resolution of conflict in the 
long-term exchange. Dwyer, Schurr and Oh propose 5 general phases of relationship 
development: (1) awareness, (2) exploration, (3) expansion, (4) commitment, and (5) 
dissolution. Expanding on the work of Dwyer, Schurr, and Oh (1987) and Jackson 
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(1985), Gundlach and Murphy (1993) highlight three anchor points in the exchange 
continuum: (1) transactional, (2) contractual, and (3) relational exchange. ‘ 
Transactional Exchange 
Transactional exchange involves single, short-term exchange events encompassing 
a distinct beginning. The bonding of exchange relationship is primarily economical 
bonding. Obtaining emergency medical treatment away from home, stopping at an off-
band gas station when travelling, going into fast food store for food, using a terminal of 
an Automatic Teller Machine network of a bank around the corner to get cash are some 
examples of goods and services transactional exchanges. 
Relational Exchange 
Relational exchange involves transactions of exchange repeated over time. The 
bondings of the exchange require mutual trust, dependence, equity, responsibilities, and 
commitment as essential elements sustaining the long term exchange relationships 
between the exchange parties (Ganesan 1994; Morgan and Hunt 1994). Relational 
marketing exchanges may take the form of symbiosis, strategic partnership, joint venture, 
or strategic alliances. Literature in marketing recognizes the following four categories of 
relational exchange relationships: (1) supplier-manufacturer relationships, (2) business 
relationships, (3) employer-employee internal customer relationships, and (4) external 
customer relationships. 
Building on the relational marketing concept, Morgan and Hunt (1994) search for 
determinants in relational marketing. They theorize that successful relationship marketing 
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requires commitment and trust. With data from automobile tire retailers, they report a 
LISREL-based model that commitment and trust are key intermediating constructs to 
acquiescence, propensity to leave, co-operation, functional conflict, and 
uncertainty. 
Relational service exchange values long-term customer relationship. High degree 
of customization, interaction, negotiation, and conflict resolution take place between the 
service providers and customers. Relational service exchanges rely more on the 
credibility and competence of the service providers than on tangible service facilities. 
The service provider builds up social relationship with the customer over time. 
Berry and Parasuraman (1991) identify three levels of relationship marketing. 
Level one relationship marketing refers to the "frequency" and "retention" marketing. It 
relies on "financial benefits" to attract and retain relationship. Level two relationship 
marketing adds social benefits to financial benefits. Marketers stress staying in touch with 
clients, learning about their wants and needs, customizing the relationship based on what 
they learned. 
Level three relationship marketing solidifies relationships with structural bonds in 
addition to social and financial bonds. Structural bonds are value-adding customized 
services not available from competitors. Very often, they are technology-based intended 
to help clients be more efficient and productive. Table .7 reproduces the three level 
relationship marketing approaches by Berry and Parasuraman. 
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Table 7 
The Three Levels of Relationship Marketing 
Level Type of Degree of Primary Potential 
Bond(s) Service Marketing Mix for 
Customization Element Differentiation 
One Financial Low Price Low 
Two Financial, and Medium Personal Medium 
Social Communications 
Three Financial, Medium to Service High 
Social, and High Delivery 
Structural 
Extracted from Berry and Parasuraman, "Marketing Services: Competing through 
Quality," (1991, pl37). 
Contractual Exchange 
Contractual exchange anchors in the middle of the continuum between 
transactional and relational exchanges. The bonding of the exchange relationship is an 
express or implied legal contract with obligations and benefits of exchanges imposed on 
and well-understood by the exchange parties. Examples in contractual exchanges are 
contractor-subcontractor relationship, home mortgage loans, restaurant services, legal 
consultancy, repair and maintenance, hotel, airlines, franchise and franchisee 
relationship. 
The three forms of customer exchange relationship have strategic implications to 
service marketing. In transactional exchange, the interaction with sen^ice provider is 
minimal. Customers' basic needs are convenience (less effort, less cost, less time). 
Consumers may prefer self-service or semi-automated service assistance to maximize 
transactional benefits while reducing transactional costs (financial, physical, and psychic 
costs). Transactional services are best suited for mass market, with highly standardized 
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service processes and service outcomes. No prior membership status is required before 
service. 
Contractual service exchanges, however, rely on express or implied contract 
between the service organization and customer. Medium customization is required to 
tailor the stated contractual service benefits to individual customers' needs. Such 
customization often requires pre-service consultancy and counselling. The trust bond 
rests with the customers' trust with the service organization to deliver the contracted 
services than the individual service provider. 
Relational service exchanges require mutual trust and commitment between a 
dedicated service provider and the customer. The customer develops personal 
relationship with the service provider over time. 
It is important to note that the form of exchange defines the exchange relationship 
between the service organization and the service recipient. It does not mean that a 
specific service must always be handled in a specific form of exchange. 
For example, a current account does not always need to be a transactional 
service. Similarly a credit card service does not need to be a contractual exchange. A 
service organization may position a credit card service as a transactional service while 
another company may position it as a relational service exchange. It all depends on the 
service organization's own marketing purposes and needs. . That is why prior research in 
service quality without specifying the nature of service exchange involved may have 
provided confusing and inconsistent research results. 
A comparison of the key elements of exchange and key elements of services in 
each form of exchange is in Table 8. 
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Table 8 
Continuum of Exchange 
(I) Exchange Transaction Contractual Relational 
Elements 
1. Time Horizon short intermediate extended 
2. Nature of short duration, longer duration, longest duration, 
Transaction clear starting transactions linked transaction 
and ending together repeats 
3. Purpose of narrow, economic moderate, economic broad, economic 
Exchange substance of and social element and social element 
exchange 
4. Exchange financial financial and social financial, social 
Bonding and structural 
5. Switching Costs low medium high 
6. Complexity simple medium 
(II) Service Elements 
7. Interaction with minimum, self- moderate, highest, advisoiy， 
Service Provider service consulting and mutual trust, 
problem solving interact with 
by service dedicated 
provider service provider 
8. Nature of discrete, no contracted period, continuous, 
Service Delivery service provider no dedicated personal 
necessary service relationship 
provider with service provider 
9. Degree of tangible product mixed intangible service 
Tangibility in 
Service Product 
10. Recipient of people, people, people 
Services possession • possession 
11. Degree of low moderate high 
Judgment and 
Customization 
12. Membership not necessary maybe definitely 
Requirer； '.ent 
Adapted from Gundlach and Murphy (1993) with author's modification 
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The form of service exchange is an important classification scheme in service 
marketing. The transactional, contractual, and relational service exchange taxonomy 
define a complete spectrum of services in the service product domain. Such domain 
classification captures the following several key service attributes used in service 
classification schemes as explained earlier in this chapter: 
(1) nature of relationship with customers (discrete, contractual, or 
relational); 
(2) nature of service acts (tangible - intangible); 
(3) interaction between service provider and customer; 
(4) degree of customization required (standardized or customized). 
Studying service quality using the form of service exchange relationship with 
customers as the independent variable will enable the researcher to interpret results at a 
theoretical level. Robust research findings can probably generalize to other situations that 
are of discrete, contractual, and relational exchange nature. In the next chapter, a generic 
model of service quality will be developed based on this transactional, contractual, and 
relational service exchange domain. 
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CHAPTER THREE 
TOWARD A GENERIC MODEL OF SERVICE QUALITY 
Service Quality Dimensions 
Services are processes. Service facilities, machines, communicative materials, 
people, service setting, and human interaction are various inputs to the service process. 
The outputs of the services are consumers' need satisfaction. Service problems arise when 
there is failure in the service process. 
Service quality problems may arise during any phase of the service process. For 
example, service design defects, inadequate service training, or poor service 
communication definitely affects service quality at the later stage. The PZB gap theory 
suggests that service problems may also exist at the management level, service provider 
level, or external customer level. From whom and where should service quality be 
measured? 
While production-based quality measures may be relevant and important to 
service quality management, marketers well recognize that customers' need satisfaction 
is the ultimate judge of service quality (ISO definition). Therefore, effective service 
quality measures should be administered at the customer level, not at management or 
service personnel level. Following this logic, commensurate quality concerns can be 
further identified along the service process. 
In this study, we focus on the service processes that have direct customer impact. 
Table 9 shows a generic service process. 
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Table 9 
Service Process and Dimensions 
Service Service Probable Quality Party of 
System Process Gap concern 
1. Marketing 1. Planning 1. Design Quality MANAGEMENT 
2. Execution Quality 
3. Delivery System Quality 
4. Training Quality SERVICE 
PROVIDER 
2. Delivery 2. Communicating 1. Product Quality SERVICE 
RECEPffiNT 
3. Setting 2. Tangible Quality 
3. Operation 4. Delivery 3. Reliability Quality 
Process 4. Assurance Quality 
5. Responsiveness Quality 
6. Empathy Quality 
5. Recovering 7. Recovery Quality 
4. Relationship 6. Relationship S. Social Relationship 
Building 9. Structural Relationship 
Compared to PZB's (1988) service quality model, four extra dimensions of service 
quality are included in the service process: (1) product quality, (2) service recovery 
quality, (3) social and (4) structural relationship to reflect a complete service exchange 
process. 
The tangible quality, reliability quality, assurance quality, responsiveness quality, 
and empathy quality have been defined in Chapter 2. The next three sections will discuss 
the theoretical support for the four extra dimensions in the service process. 
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Product Quality 
Product quality refers to consumers' judgement about the superiority or excellence 
of a product (Zeithaml 1988). It has been a determinant in perceived product value, 
purchase intent, and consumer satisfaction for goods marketing (Phillips, Chang, and 
Buzzell 1983; Zeithaml 1988b; Tellis and Fornell 1988; Lichtenstein and Burton 1989; 
Rao and Monroe 1989). 
In the goods marketing context, products have objective quality and subjective 
quality. They are different. 
Objective product quality refers to the performance, conformance to 
specifications, durability, reliability, reparability, style and outfit of the product against 
manufacturing standards. They relate to the design parameters of the manufacturer 
(Kotler 1994). As explained earlier, design-based standards are concerns of management, 
probably not a concern of the customers. Whatever product design, consumers' 
subjective post consumption satisfaction is the ultimate judge of product quality. 
Subjective product quality is different form objective or actual quality. It is a 
higher abstraction rather than a specific attribute of a product. It is a global assessment 
similar to attitude made within consumers' evoked set (Zeithaml 1988). 
Lutz (1986) also recognizes two forms of product quality: affective quality 
(overall global value judgement of the product) and cognitive quality (inferential 
assessment of quality). Similarly, Swan and Combs (1976) define two types of product 
performance: instrumental performance and expressive performance. Instrumental 
performance refers to the means to a set of ends of the product (stated benefits of the 
products). Expressive performance is what customers consider the ends of the products 
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(perceived benefit of the product). 
A product may have many technical product features. However, consumers buy 
not because of the product features, but because of what they perceive the features will 
do for them. 
Product quality has never been researched in the service marketing context. Prior 
researches focus on the intangible side of the service process rather than on the tangible 
side of the service process. This could be a flaw in the service quality research and is not 
consistent with the service marketing literature. 
Shostack (1977) long recognizes the role of the tangible products in the service 
product molecular model. For example, the nuclear of an airline service is a transportation 
service, moving people (body) and possessions (belongings) to a specified destination. 
It is primarily an intangible service. However, airlines rely on tangible products such as 
in-flight food offer, seating leg room, the design and locations of checkout counters as 
their major service benefits. How can service quality ignore these aspects of product 
quality in overall service quality assessment? 
The nature of retail banking services is a financial service. In Lovelock's 
classification scheme, it is a possession processing (processing of physical assets) and 
information processing service (processing of financial assets). The instrumental 
performance of a retail banking service is to help consumers accomplish some financial 
goals satisfactorily. The financial goals could be savings, investment, financial protection, 
money transfer, buying a house, or getting a loan. Retail bankers accomplish these goals 
for consumers through easily accessible delivery systems, elegantly designed savings 
passbooks and investment certificates, priority service counters, and well-trained people 
to deliver such services. Similar to the perceived product quality in goods marketing, 
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these product cues have to translate into emotional payoff (values) to consumers during 
service quality evaluation. 
Product quality is different from the tangibles dimension of service quality in the 
PZB gap model specification. The tangibles dimension refers the physical environment, 
settings, equipment, facilities, personnel, and communicative materials (expressive product 
performance discrepancy). It instills service reliability and assurance to customers. 
Product quality refers the perceived discrepancy the consumers may have on the stated 
performance of the service (instrumental product performance) against consumers' 
instrumental service needs. 
Service Recovery Quality 
In transactional, contractual and relational service exchanges over a longer time, 
service problems are bound to take place. Service recovery refers to the action a service 
provider takes in response to a service failure (Gronroos 1988). 
Berry and Parasuraman (1991) and Andreason and Best (1977) report that many 
service companies have service problems and complaints from customers. Developing 
formal service problem recovery processes such as focus group research and complaint 
handling are important service actions to make services superior and reliable. 
Bitner, Booms, Tetreault, and Stanfield (1990) report that during a service 
problem, service providers' responses to customers against their expectations are crucial 
determinants to service satisfaction / dissatisfaction. A service delay will definitely cause 
a disappointing experience (dissatisfaction), but not necessarily bad service quality 
perception if service providers handle the situations within customers' zone of tolerance. 
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Kelley and Davis (1994) consider that service recovery is a distinct construct and 
should not be considered as part of the dimensions in the service quality construct. 
"Service recovery involves activities thai are performed as a result of customer 
perceptions of initial service delivery behaviours falling below the customer's zone of 
tolerance" (Kelley and Davis 1994, p53). 
Our focus group research reveals that customers have clear service recovery 
expectations, even before receiving the services. 
"Your insurance charges are unreasonable. You 'd better give 
me a full refund, or I will complain to the Consumer 
Council". 
"The bank manager better gives me a very good reason if he 
is rejecting my loan application". 
"They shouldn't ignore my complaint". 
These are direct quotes from consumers during focus group research. 
The existing reliability, responsiveness, assurance and empathy construct in the 
SERVQUAL scale do capture some but not fully the service recovery concept. Customers 
anticipate service problems and expect the service problems "should be" and "would be" 
equitably and promptly resolved. 
Service recovery quality could be a more important concern in contractual and 
relational service exchanges where service failures are likely to take place and where there 
are capacity-constrain. In relational service exchange, customers may trust their service 
partners that the service failure will be resolved to mutual satisfaction. 
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Social and Structural Relationship Quality 
Relationship quality refers to the perceived discrepancy between customers' 
relational service expectations and perceived service performance. Berry and 
Parasuraman (1991) differentiate three levels of relationships bonded by financial bonding 
(level 1)，financial and social bonding (level 2), and financial, social, and structural 
bonding (level 3). Financial bonding is the price incentive or extra product benefits 
offered to customers to encourage repeated purchases and a greater share of customers' 
business. It enhances product quality. Social bonding is the personal relationship between 
the dedicated service providers and the customers. Structural bonding refers to 
technology-based, or tailor-made services not readily available from competition to retain 
the customers. It enhances the trust and commitment of the exchange partners for long 
term service exchanges. 
In a study of salesperson-client relationship quality in the whole life insurance 
service, Crosby, Evans and Cowles (1990) find a significant effect of relationship selling 
behaviour on relationship quality - defined as client trust in, and satisfaction with, the 
salesperson. Relationship quality, in turn, had a significant positive influence on clients' 
anticipation of future interactions with the salesperson. 
In another study of independent automobile retailers, Morgan and Hunt (1994) 
confirm that commitment and trust are key in relational exchanges. 
Customers attending the focus group research in this study perceived 
"relationship" from 3 perspectives: (1) some special benefits being given in return for their 
loyalty or increasing share of business (enhanced product quality); (2) social relationship 
with the service personnel that gives special care and personal services (social relationship 
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quality), and (3) trust and commitment of the service organization to take care of their 
long term interests and benefits (trust and structural quality). 
Service Quality Measures 
Based on 16 focus group researches of insurance, business equipment repair, truck 
rental and leasing, automobile repair, and hotel services, ZBP (1993 ) present an update 
to their gap model. 
They replace the original perceived service quality gap (gap five in their original 
PZB 1985, 1988 studies) by two new gaps: (1) the service superiority gap and (2) the 
service adequacy gap. 
”Two types of service quality assessments are made by consumers: 
perceived service superiority, which results from a comparison between 
desired service and perceived service; and perceived service adequacy, 
which results from a comparison between adequate service and 
perceivedsen'ice" (ZBP 1993, p.8). 
Service Adequacy 
Adequate service is the minimum level of service the customer will accept. This 
is comparable to Miller's (1977) minimum tolerable expectation, the bottom level of 
performance acceptable to customers, and Woodruff, Cadotte, and Jenkin's (1987) 
experience - based norms. Measurement of whether perception meets the minimum 
expectation is referred as measure of service adequacy (MSA) by ZBP. 
MSA 二 (Perception - Adequate Service Expectation) 
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Service Superiority 
Desirable service expectation is the level of service the customer hopes to 
receive. It is a blend of what the customer believes "can be" and "should be" expected, 
given a perceived set of costs. This concept is similar to what consumer ought to receive 
by Liechty and Churchill (1979), and the optimal ideal relative to available alternatives by 
Teas (1993). Measurement whether perceptions meet desirable service expectations is 
referred as measure of service superiority (MSS). 
MSS = (Perception - Desirable Service Expectation) 
Degree of Tolerance 
By definition, the desirable expectation level is normally higher than the adequate 
expectation level. The difference between the adequate level of service quality and the 
desirable level of service quality is a zone of tolerance signifying the acceptable range. 
Level of Tolerance = Desirable Service Expectation -
Adequate Service Expectation 
Figure 8 shows the revised ZBP service quality gap model. The model highlights 
three quality zones, depending on the relative levels of service performance (P) against 
desirable services (Ed), and adequate services (Ea). 
(1) Superior Service Quality Zone fP^ EdV Service performance 
” levels exceed the desirable service level, resulting in MSA > 0 and 
MSS > 0. Customers may be highly satisfied and feel highly 
motivated to refer and repeat purchases. 
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(2) Acceptable Service Quality Zone (Ea < P < Ed): S e r v i c e 
performance levels fall between the Ea and Ed acceptable level of 
tolerance, resulting in MSA > 0 and MSS < 0. Customers in this 
zone feel that the service performance is acceptable and may be 
satisfied, dissatisfied, neutral, or indifferent. They do not feel highly 
motivated to refer new customers. 
(3) Inadequate Service Quality Zone (P < EaV Service performance 
levels fall below the adequate service levels, resulting in MSA < 0 
and MSS < 0. Customers feel strongly that the services are inferior 
and dissatisfying. It is more likely that they would withdraw 
purchases or switch to other competitors. 
Figure 8 
ZBP Revised Service Gap Model 
p > Performance 
Zone of 
Tolerance 
M ^ Expectation 
Adequate Service Desired Service 
Inadequate Acceptable Superior 
Service Service Service 
Quality Quality Quality 
Service 
Adequacy MSA<0 MSA>0 MSA>0 
MSA=P-Ea 
Service 
Superiority MSS<0 MSS<0 mSS>.0 
MSS=P-Ed 
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Generic Model of Service Quality 
Dimensionality 
This research aims to develop a service quality model for transactional, 
contractual, and relational service exchange. Figure 9 summarizes a preliminary model 
based on the dimensions of quality in Table 9. 
Figure 9 
Generic Service Quality Model 
Service Quality Dimensions 
Transactional 个 1. Product Quality 
Exchange 2. Tangible Quality 





4. Service Recovery Quality 
5. Relationship Quality 
Social Relationship 
Relational ^ … ， . ， . 
~ , Stmctural Relationship Exchange \ / ^ 
The above model has five principal dimensions. They are: (1) product quality, 
(2) tangible quality, (3) delivery process quality, (4) service recovery quality, and (5) 
relationship quality. 
The reliability, responsiveness, assurance, and empathy quality relate to delivery 
process quality in the total service process. The model posits that they will overlap to 
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form one common dimension in most forms of exchanges. Similarly, social relationship 
and structural relationship will overlap to form one common dimension measuring 
relationship quality. 
From these arguments, we derive the following hypotheses relating to the service 
quality dimensionality for all forms of exchange. 
Hi3： Consumers use five generic dimensions to evaluate service quality. 
They are: (1) product quality, (2) tangible quality, (3) delivery 
process quality, (4) service recovery quality, and (5) relationship 
quality. 
Hib: The number of service quality dimensions for service quality 
evaluation may vary according to the form of exchange. 
Perceived Quality Importance 
Not all the quality dimensions carry equal importance weight in each form of 
service exchange. 
Maslow's (1954) hierarchy of needs model predicts that human behaviour is 
motivated by a hierarchy of needs. When the low hierarchy of needs are satisfied, the 
higher order needs will become dominant. 
Based on this logic, the number of service quality dimensions inherent in 
consumers' service quality evaluation will depend on consumers' needs in each form of 
exchange. 
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Transactional Service Exchange 
Customers' basic needs in transactional exchanges are to get the service benefits 
with least time and least effort. Therefore, three quality dimensions are important and 
relevant: (1) product quality, (2) tangible quality, and (3) delivery process quality. 
Due to the short duration transaction nature, the tangible cues of the service 
process will instill confidence and efficiency in the service process. Service recovery and 
relationship may not be their primary concerns. 
Contractual Service Exchange 
Contractual service exchanges are transactional exchanges carrying over a 
contracted period. From their experiences, they anticipate service problems and expect 
prompt service recovery. Effective recovery from service problems would be their 
primary concern. Relationship quality is desirable but not a critical concern. 
Relational Service Exchange 
Relational service exchanges concern with repeated transactional and contractual 
service exchanges over longer time. The total relationship benefits including special 
product benefits, social relationship, and structural relationship will be the dominating 
concerns. 
Based on these arguments, we propose the following hypotheses relating to the 
perceived service quality importance under each form of exchange. 
H2： The form of exchange carries different impacts to perceived service 
quality. 
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H2a： Tangible quality is more important in transactional service 
exchanges than in other forms of exchange. 
H2b： Service recovery quality is more important in contractual 
service exchanges than in other forms of exchange. 
Hjc： Relationship quality is more important in relational service 
exchanges than in other forms of exchange. 
Table 10 summaries the hypothesized forms of exchange impact to the 
service quality dimensions in H2a, H ^ and H � � . 
Table 10 
Impacts of Forms of Exchange on Service Quality Dimensions 
^ . Forms of Exchanee 
Generic ^ 
Quality Dimensions Model Transactional Contractual Relational 
1 • Product Quality „ 
"la 
2. Tangible Quality „ ^ 
Hia 
3. Delivery Process „ 
Quality ' ' 
4. Service Recovery 
Quality Hia 
5. Relationship 
Quality '' | | I I 
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Service Satisfaction / Dissatisfaction 
The generic model of service quality offers the following hypotheses to explain 
and predict service satisfaction / dissatisfaction. 
H3： Service satisfaction results from perceived service performance 
exceeding the desirable service expectation (MSS service superiority 
gaps). 
SAT= f ( Product Tangible Delivery Service Relationship) 
MSS, MSS, Process Recovery MSS 
MSS, MSS, 
H4： Service dissatisfaction results from perceived service performance falling 
below the minimum service expectation (service adequacy gaps). 
DISSAT = Product Tangible Delivery Service Relationship) 
MSA, MSA, Process Recovery MSA 
MSA, MSA, 
Comparison of the Generic Model and PZB Model 
The previous sections specified four areas of differences between the generic 
service quality model and the PZB SERVQUAL gap model. We will recap the four 
differences before we explain the last difference in the application domain. 
(1) Dimensions: The generic model has three extra dimensions: 
product quality, service recovery quality and relationship quality. 
It proposes that the four of the SERVQUAL dimensions will 
converge into a delivery process dimension. 
I. 
(2) Structure: The generic model draws on Maslow's hierarchy of 
needs model and proposes the form of service exchange carry a 
differential effect on the service quality dimensions. 
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(3) Service Quality - Satisfaction Link: The generic model 
proposes that MSS factor gaps are strong predictors of service 
satisfaction. 
(4) Service Quality - Dissatisfaction Link: The generic model 
posits that service dissatisfaction arise from disconfirmation of 
MSA quality gaps. 
(5) Application Domain: The PZB model may work best for 
transactional and contractual exchanges. The generic model 
should work equally or better in explaining service satisfaction 
and dissatisfaction under a wider domain of service exchange. 
The following section explains our reasoning. 
Application Domain 
Prior PZB studies include customers from the retail banking sector without 
describing the services they use and the forms of exchange involved. In retail banking, the 
numbers of bank customers holding any transactional or contractual accounts normally 
far exceed those who are relational customers. By mere probability of sampling, they 
would be bound to have included respondents who are more transactional or contractual 
exchange customers than relational customers. Their research results probably reflect the 
views of such customers. This research specifically includes uses of relational service 
exchange. By just excluding the relational customers in the analysis, this study should 
produce research results that are comparable to the studies by PZB and ZBP. 
The PZB 5-dimensional gap model is derived from induction. Through qualitative 
research and quantitative exploratory factor analysis, they conclude their five dimensions 
are adequate for all services. 
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Our generic model is derived from theoretical deduction. Based on the established 
"service as process" concept and service exchange theories, we propose that there are 
other determinants in service quality. By inclusion of product quality, service recovery 
quality, and relationship quality, we reason that the generic model has captured more 
critical and more generic determinants in service quality. The generic model should 
provide better explanation and prediction of service / dissatisfaction when compared to the 
PZB gap model in a wider domain of service exchange. 
Based on these arguments, we offer the following two hypotheses relating to a 
comparison from within and between the two models. 
H5： The PZB model (as null model) offers better explanation and 
prediction of service satisfaction and dissatisfaction in transactional 
and contractual exchanges than in relational service exchanges. 
Hg： The generic model (as rival model) offers equal or better explanation 
and prediction of service satisfaction and dissatisfaction in any form 
of exchange when compared to the PZB model as null model. 
To re-create past research setting, we shall combine the transactional and 
contractual users into one group and compare to the relational exchange group. 
Comparison between subgroups within each model will single out the relational exchange 
effect on service quality. Comparison between the two models on all exchange groups will 
enable us to assess the relative power of explanation and prediction for the rival model. 
In the next chapter, we will detail the methodology and assess the reliability and 





This research follows a scientific methodology with an aim to contribute to the 
knowledge of service quality in retail banking. Scientific method is the effort to assess 
existing knowledge, testing integrated hypothesis through the acquisition and analysis of 
meaningful data, and the critical evaluation of the original concepts and premises 
(Zaltman, Pinson, and Angelmar 1973, pi2). 
One accepted scientific method is the falsification of new theories. Anderson 
(1983, p21) recognizes that science progress by a process of "conjectures and 
refutations." On this view, the objective of science is to solve problems. Solutions to 
these problems are posed in the form of theories, which are subject to potentially refuting 
empirical tests. Theories that survive falsification are accepted as tentative solutions to 
the problems. 
The research falsification process adopted by this study involves the following 
stages of work. 
(I) Qualitative Focus Group Research 
I. 
1. Conduct focus group research to validate service quality concepts and 
sources of satisfaction / dissatisfaction under each form of service 
exchange. 
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(II) Development / Validation of Measurement Scales 
2. Construct a preliminary questionnaire with alternative measurement 
scales. (SERVQUAL, SERVPERF, DISCONF scale and the generic 
quality scale). 
3. Develop measurement items for new concepts to be included into the 
model; (1) product quality, (2) service recovery quality, (3) 
relationship quality, (4) satisfaction scale, (5) loyalty scale, and (6) 
switching intent scale. 
4. Conduct pilot test for scale development and validate scales based on 
exploratory factor analysis and item-to-total correlation statistics. 
5. Refine measurement scales by recording, deletion ambiguous items. 
6. Draft a survey questionnaire. 
(III) Pre-test of Questionnaires 
7. Conduct a pilot test of the draft questionnaire to test the time needed 
to complete the questionnaire and the ease of response. 
8. Design mail survey sampling procedures and mailing packages. 
9. Draw samples and validate sampling procedures. Inspect final sample 
characteristics to ensure representation of prior knowledge of samples. 
(IV) The Survey 
10. Administer the mail survey. 
11. Conduct second a wave to explore late respondents' bias. 
12. Code, edit, and check for data accuracy. 
(V) Data Analysis and Hypothesis Testing 
13. Validate measurement scales based on reliability and construct 
validity tests. 
14. Check research assumptions and data integrity. Conduct statistical 
tests on data. 
15. Interpret data. Confirm / Reject research propositions. 
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16. Evaluate and learn from results. 
17. Present the result. 
(VI) Evaluation of Research Findings 
18. Discuss implications of findings to theory, methodology and 
practices. 
19. Evaluate research results by scientific and objective criteria. 
20. Evaluate contribution, limitation, and direction for future research. 
21. Disseminate research knowledge. 
The following sections detail: (1) the qualitative research stage (stage 1), (2) 
measurement scale development and validation (stage 2 and 3)，and (3) survey 
procedures (stage 4). Chapter 5 will present the results of the survey (stage 5) and 
chapter 6 will evaluate the results (stage 6). 
Focus Group Research 
The research began by four focus group discussions and in-depth interviews 
facilitated by the author. The focus groups covered: (1) customers who use current 
account, savings account, ATM services of the banks and no other banking services 
(representing the view of discrete transactional exchange users), (2) customers who use 
time deposits in the bank with less than HK$500,000 average balance (representing short 
term contractual relationship), (3) customers who use only personal loan services 
(consumer instalment loan with a maximum tenor of 3 years representing medium term 
contractual relationship), (4) customers who use only home mortgage loan (long term 
contractual relationship for a maximum of 20 years), and (5) plus 10 in-depth interviews 
with private banking clients of the bank who are served by dedicated relationship 
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marketing officers (representing long term relational relationship). 
The purposes of the focus group research and in-depth interviews are to validate 
customer expectations, satisfying and dissatisfying experience with the bank. Customers 
are probed to express their view on the bank product performance, service recovery 
capability, and the meaning of relationship as perceived by the customers. 
Definition of Customer Relationship 
Qualitative research findings help define customer relationship and relationship 
quality, the key concepts in this research. From customers' point of view, relationship is: 
( 1 ) ”Special privileges, benefits provided by the bank to keep my 
business here. They give me special benefits not available from 
other bank.“ 
( 2 ) ��Personal acquaintance with the bank personnel so that they 
will grant me exception and priority in services.“ 
(3) "Giving me confidence that they will help me when I need. 
Take care of my future banking needs.” 
The above interpretations of customer relationships agree with the three levels 
of relationships defined by Berry and Parasuraman (1991). It coincides with the financial 
bonding, social bonding, trust and commitment bonding of relationship. 
PZB operationalize relationship quality through service reliability and 
responsiveness in the SERVQUAL framework. However, service reliability and 
responsiveness do not adequately capture the meanings of mutual dependence, trust, and 
commitment efforts by each exchange party. The latter are the key components in 
relational exchanges. 
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Critical Dimensions in Service Quality 
The focus groups support that product quality, service recovery quality, and 
relationship quality are critical determinants in service quality. 
Product quality is an important basis of banking exchange. Among transaction 
users, this is the main reason for their starting up a bank account. For contractual users, 
product quality is also important because they enter into a contract to get the basic 
products benefits (i.e. deposit rates, loan interests rate, repayment terms, etc.). For the 
relational group, product quality is an important part of their total relationship benefits. 
Slight product disadvantages may be tolerable in view of trust, and long term personal 
relationships with the bank. 
Service recovery is important to contractual users. When they feel they are not 
getting the contracted services (i.e. not getting the loan they want, at their desirable 
pricing, or the bank failing to honour its commitment and obligation), they demand the 
problem be resolved to their satisfaction. Otherwise, they will have strong dissatisfied 
feeling. 
Delivery process quality (the care, attention, courtesy, reliability of service) per 
se is generally important in all service groups. They seem to be the motivating factors 
for the transactional group due to short time span and discrete interaction with the 
personnel. Caring teller attitude will please them. 
Focus group qualitative findings support that the chosen form of customer 




From the interviews (and the literature review), a draft questionnaire with 70 
service expectation statements was pretested by personal interviews of 80 customers in 
two branches of the bank. The pilot tested the methodology of data collection, wording, 
and clarity of the questions in the questionnaire. Preliminary factor analysis was applied 
to pretest the service quality statements and the appropriateness of the translation of the 
SERVQUAL scale statements into Chinese. Cronbach alpha coefficients were analysed. 
Redundant statements were deleted until all alpha coefficients exceed 0.6. In the final 
questionnaire, the full set of PZB SERVQUAL 21 measurement items was retained. The 
scale developed by the author on product quality, service recovery quality, and 
relationship quality were included. 
Sampling 
A stratified random sample of totally 5,316 customers covering major product 
groups (as strata) was drawn from the bank's customer database. The customer database 
is a non-redundant record of customer linking all products used by each customer 
relationship. Their total product usage, average deposit and loans balances, and the first 
account opening date were retained in the database for mail survey and further analysis. 
The sample covers all types of personal, partnership and limited company accounts and 
is a representative sample of the bank's entire customer base. 
«• After eliminating overseas labels, a package of questionnaire, with an 
introductory letter and a prepaid reply envelope (to ensure confidentiality) was mailed 
to over 5,200 customers in Hong Kong. The author signed the introductory letters as 
83 
the bank's Executive Director requesting support to a survey of service quality. The 
letter promised a HK$10 donation by the bank to the Hong Kong Community Chest 
Charity Fund for every completed and returned questionnaire. 
Due to the length of the questionnaire, the questionnaire was prepared in two 
versions, with only difference in the service expectation-perception section. One 
questionnaire uses a 3-column format asking customers to give a score relating to 
adequate service expectations, desirable service expectations, and perceptions. This is 
the new format recommended by Parasuraman, Zeithaml and Berry (1993). The other 
questionnaire asks only desirable service expectations and direct expectation 
disconfirmation questions (2-column format). Customers are randomly assigned to one 
of the two format questionnaires. 
Operationalization of Measures 
Forms of Service Exchange 
In the questionnaire, customers are asked to indicate their total banking 
relationship in all banks. The operational definitions for each form of exchange follow. 
Transactional Exchange 
Customers who only use current, or savings, or ATM and no other services are 
operationally defined as the transactional exchange customers. Current, savings, and 
ATM products are good operationalized proxy for transactional services because of their 
discrete transactional and convenience-based nature. Most of the deposits, withdrawal, 
statement services are rendered by automated transfer, or self-service means. The only 
84 
interaction a customer with the bank is when customers approach a branch for teller 
counter service, or when they report a problem. The bank was not offering relationship 
benefits to this group of customers. 
Relational Exchange 
Private banking clients are good proxy for relational service exchange because 
substantial interaction and customization are involved in the continuous exchange. Each 
relationship is taken care of by a relationship manager. Relationship benefits such as 
preferential pricing, consolidated banking statements, priority service, and personal care 
are some relationship attraction and retention benefits offered to them. 
Contractual Exchange 
Customers with a time deposit, mortgage loan, or personal loan services are 
operationally treated as contractual exchange customers. Each contractual service 
requires a specific contract such as a time deposit certificate and detailed loan offer 
letter. There are limited interactions between the customers and the bank as long as the 
customers place the time deposits on automatic rollover basis, or promptly repay their 
instalment dues. At the time of research, the bank had just started some financial benefits 
to the repeated depositors and cross-selling loan customers. 
Respondents use multiple banks for multiple services. Normally their banking 
relationship starts with a savings or current account for their transaction needs. Then 
they save (in time deposit) until they have enough to pay for down-payment for a home 
loan. Except rich family customers, they become private banking customers of any bank 
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at a later stage only when they become older and have more substantial personal 
networth. There is a hierarchy of banking relationship. The higher on the hierarchy, the 
more banks and more services are used; the more they would expect from a bank. 
Due to this multiple banking relationship, respondents are classified into mutually 
exclusive bank product usage groups according to three criteria: (1) the nature of service 
product exchange in the sample bank, (2) the nature of account relationships in the other 
banks, (3) the highest products used in their total banking relationships. 
This classification produces the following nine mutually-exclusive groups of 
respondents in Table 11. 
Table 11 
Operational Definition of Form of Exchange 
Services Used in all banks 
Services Used in DDA/ Time Dep/ HK$500,000+ 
the Sample bank SAV/ ATM MIL/ PEL Time Dep /Investment 
only + Others Others 
DDA/SAV/ ATM only (A) 
Time Dep/MIL/PIL + others (B) 
Private Banking Clients (C) 
Note: DDA (current account) SAV (savings passbook account) 
MIL (mortgage loan account) PIL (personal loan account) 
Time Dep (time deposits account) ATM (Automatic Teller Machine service) 
Group A are the pure current / savings/ ATM users in the sample bank and in 
other banks. They have no other banking relationship with any other bank. They 
represent the pure transactional bank exchange customers. 
Group B are the contractual exchange users in both the sample bank and in 
other banks. Normally they have other transactional accounts but none of them is a 
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private banking client in any banks. Group B include the major contractual exchange 
users in this study. 
Similarly, group C are the private banking clients of the sample bank, who 
probably have other transactional or contractual exchange relationships here or 
elsewhere. Group C include the relational exchange users of the sample bank. 
Respondents who have mixed banking relationship in other banks (for example, 
a transactional users in the sample bank but a contractual user of other banks) will be 
excluded from data analysis. 
Service Quality 
Service quality is measured by three methods in two versions of the questionnaire 
to control construct validity. On a 3-column format questionnaire, customers are asked 
to rate (1) the adequate service level, (2) desired service level, and (3) the perceived 
bank performance level on a 9-point scale ranging from low to high level. The data 
collection method will produce a MSA measure, a MSS measure based on PZB's i:.Ddate 
gap model SERVQUAL specification (1993), and a performance-based measure of 
service quality (SERVPERP). 
On the 2-column format, respondents are asked to rate their desired service 
expectation level and a subjective disconfirmation rating on each item (DISCONF). 
The PZB's (1991) revised 21 item 5-dimension SERVQUAL scale is 
incorporated. Product, service recovery, relationship quality dimensions are measured 
on another nine item scale. The scales that survive the reliability and construct validity 
tests will be used for model testing. 
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Satisfaction 
Satisfaction/ dissatisfaction is measured on a 10-item Delight-Terrible scale based 
on Westbrook (1980). Westbrook's DT scale is reported to have better scale reliability 
and validity over other single item measures or likert scale measures. 
The scale appears to be an ordinal scale with value 1 to 7, representing varying 
cognitive and affect state of customers: 7 (delight), 6 (pleasant), 5 (mostly satisfied), 4 
(sometime satisfied, sometime dissatisfied), 3 (mostly dissatisfied), 2 (unpleasant), 1 
(horrible), neutral and no opinion (as missing values). Since the numerals are specified 
for the respective adjectives, the data in a way can be manipulated as if they were interval 
data. After factor analysis, the 10-item scale will show sources and structure of 
satisfaction/ dissatisfaction as a dependent variable. 
Dissatisfaction 
Dissatisfaction is also measured on a self-disclosed dichotomous scale: yes or no. 
It is also used as a dependent variable for canonical discriminant analysis. 
Loyalty and Switching Intent 
Loyalty and switching intent scale are multiple item scales extracted from the 
research work of PZB (1993) and are replicated here to serve as dependent variables. 
Importance of Service Dimensions 
Similar to PZB's (1988) methodology, respondents are asked to allocate 100 
marks to the eight service dimensions according to their perceived relative importance. 
The mark for each category can be 0 or any mark up to 100. The total marks are 
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checked to equal 100. 
The allocation of points method will answer the question of how important a 
service dimension will be by each exchange group. It is superior to asking customers to 
give an importance rating on each measurement statement because it involves a careful 
tradeoff made by the respondent. This method does not rely on item average ratings. 
Survey Response 
Response Rate 
The initial response was 416 returned and usable questionnaires, of which 47% 
are from the 3-column format questionnaire and 53% from the 2-column format. 
Adjusted for returned mails, the overall response rate was 8%. The questionnaire 
version does not seem to have affected the response rate. 
Follow-up telephone calls were made by a commissioned research house. A 
subsequent identical questionnaire was mailed to the contacted customers to collect 
samples from the non-response category. Another 59 questionnaires were returned, 
making a total response rate of 9% (42% from the 2-column format and 58% from the 
3-column format). The characteristics of the late response sample were compared to the 
early respondents to identify probable biases of the samples. 
Though sample generalization is a common concern in research, especially when 
response rates are small, it is important to note that the author is providing an initial test 
of a hypothetical measurement model across service exchange groups. The important 
issues are (1) whether our sample effectively and appropriately represents the service 
exchange groups intended to test our model, and (2) whether our sample of respondents 
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has variance to be explained. Because the purpose of research is not attempting to 
generalize a model to a new population, or project a descriptive statistic from a sample 
to some larger population, the possibility of non-response bias is a non-issue in this 
research. ^ 
Respondent Characteristics 
The early respondents are primarily over 30 years of age (82%), secondary 
school graduates or higher educated (71%), professional/executives (47%), houseowners 
(70%), with higher-than-average personal and household income in Hong Kong. 22% 
reported they had service problems; 13% have current, savings or ATM accounts only; 
14% have a time deposit; 39% have a mortgage loan or personal loan, and 22% are 
private banking clients with over $500,000 invested by the bank. 
Compared to the early respondent group, late respondents are less educated, 
more white collar workers or housewives. They have longer years of account 
relationship with the bank, and are from the average Hong Kong income class. There 
are no differences in type of account relationship and total number of banks used. 
Further T-tests between the two groups on service quality expectation, perception, 
satisfaction, behavioural intent as dependent variables show that the late respondent 
group has higher desirable expectations on reliability and higher level of service 
satisfaction. There are no other perception and behavioural difference. The author 
concludes that the late reply was probably due to the literacy level of the customers and 
I. 
1 Other mail surveys in Hong Kong have 10% - 15% response rates in 2 waves. 
Comparable mail surveys in the USA have response rates ranging from 13% (Morgan 
and Hunt 1994) to 60% (Brown and Swartz 1989). 
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their general inertia to give response to a self-administered questionnaire, rather than bias 
in the service quality expectations and perceptions. A summary of the sample 
characteristics is in Appendix II. 
Service Exchange Respondent Grouping 
Table 12 classifies the 416 respondents by bank and product usage. Based on the 




By Services Used in All Banks and the Sampled Bank 
Services Used in All Banks 
Services Used DDA/SAV/ TD/MIL/PIL Private 
in Sample Bank ATM Only + Others Banking + Others 
DDA/SAV/ATM only 52 52 
Time Dep / MIL / PEL + others 221 
Private Banking Clients 91 
Total (N=416) 52 230 134 
Table 13 
Resulting Operational Classification 
Services Used in Transaction Contractual Relational 
the Sample Bank User Group User Group User Group 
DDA/SAV/ATM only 52 
Time Dep / MIL / PIL + others 221 
Private Banking of the Sample Bank 91 
Total (N=364) 52 221 ^ 
Note : MIL: Mortgage Instalment Loan PIL: Personal Loan 
DDA: Current Account SAV: Savings Account 
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Based on Table 13, 52 respondents engage in the pure transactional exchange, 
221 in contractual exchange, and 91 in relational exchange with the sample bank. A total 
of 52 cases will be dropped from future analysis. 
Reliability of Measures 
Preliminary scale analysis by exploratory factor analysis and Cronbach alpha 
coefficients are analysed. Items that loaded on several dimensions are removed and 
alpha coefficient recomputed until the scales reach the minimum standard of 0.6. The 
mean values and Cronbach alpha coefficients of the scales are shown in Table 14. 
Table 14 
Scale Reliability 
No. of All Users Transactional Contractual Relational 
Scale Items Exchange Exchange Exchange 
Group Group Group 
(N = 364) (N = 52) (N = 221) (N = 91) 
Mean Alpha Mean Alpha Mean Alpha Mean Alpha 
(1) PZB Null Model (SERVQUAL) 
• Tangibles 5 -0.55 0.82 -0.76 0.81 -0.96 0.78 -0.17 0.82 
• Reliability 5 -1.16 0.93 -1.25 0.92 -1.51 0.95 -0.90 0.93 
• Responsiveness 3 -1.00 0.91 -1.13 0.95 -1.14 0.88 -0.80 0.91 
• Assurance 4 -0.98 0.91 -1.42 0.93 -1.17 0.87 -0.59 0.92 
• Empathy 4 -0.73 0.91 -0.92 0.89 -1.21 0.91 -0.29 0.89 
• Overall 21 -0.88 0.97 -1.10 0.97 -1.39 0.97 -0.55 0.96 
(2) Rival Model (Generic Model) 
• Product 2 -1.78 0.65 -2.16 0.64 -1.79 0.60 -1.56 0.69 
• , Tangibles 5 -0.55 0.82 -0.76 0.81 -0.96 0.78 -0.17 0.82 
• "process 16 -0.97 0.97 -1.19 0.97 -1.38 0.97 -0.65 0.97 
• Recovery 3 -0.96 0.94 -1.47 0.90 -1.94 0.94 -0.21 0.93 
• Relationship 4 -0.60 0.88 -1.18 0.90 -1.18 0.87 -0.02 0.82 
• Overall 30 -0.90 0.97 -1.33 0.97 -1.57 0.97 -0.52 0.96 
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Table 14 (Cont'd) 
Scale Reliability 
No. of All Users Transactional Contractual Relational 
Scale Items Exchange Exchange Exchange 
Group Group Group 
(N = 364) (N = 52) (N = 221) (N = 91) 
Mean Alpha Mean Alpha Mean Alpha Mean Alpha 
(3) Satisfaction 
• Overall 6 4.95 0.88 4.90 0.78 4.91 0.90 5.05 0.86 
(4) Behavioural Intent 
• Loyalty 5 4.21 0.93 4.04 0.92 3.93 0.93 5.00 0.94 
• Switch 2 2.87 0.85 3.00 0.78 3.20 0.87 2.70 0.83 
• Complaint 2 3.76 0.75 3.59 0.82 3.92 0.71 3.46 0.79 
Validity of Measures 
Convergent and Discriminant Validity 
Convergent validity refers to the attempts to measure the same concept through 
maximally-different methods and the results are convergent. This can be tested by the 
correlation of the alternative quality measures through different data collection 
operationalization are significantly correlated. 
Discriminant validity refers that the service quality dimensions should be distinct 
from each other, and different from other measures such as service satisfaction and 
loyalty. 
This can be tested through confirmation of correlations among alternative service 
I. 
quality measures and criterion variables. All service quality measures with satisfaction and 
behavioural intent should be significant but of a lower magnitude with the correlations 
among the service quality measures. 
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Table 15 supports the service quality measures achieve convergent and 
discriminant validity. All service quality measures show correlation coefficients with 
values between 0.65 and 0.91 among service measures. Correlations with satisfaction 
and loyalty are significant but lower between 0.37 and 0.58. 
Exploratory factor analysis in Exhibit 1 to Exhibit 8 shows significant and 
convergent factor loading of the indicators on the predefined theoretical constructs. This 
gives further support of content validity, convergent validity, and discriminant validity of 
the hypothetical constructs. 
Table 15 
Convergent and Discriminant Validity 
of Service Quality Measures 
Different SQ Measures Converge 
(A) Convergent (1) (2) (3) (4) 
Validity SERVQUAL SERVPERF DISCONF GENERIC 
1. SERVQUAL 1.00 
2. SERVPERF 0.71(a) 1.00 
3. Subjective n.a. n.a. 1.00 
Disconfirmation 
4. Generic Model 0.91(a) 0.65(a) n.a. 1.00 
Different from but Correlated with 
(B) Discriminant Years of 
Validity Satisfaction Loyalty Switch Relationship 
1. SERVQUAL 0.40(a) 0.37(a) -0.17(b) -0.20(a) 
2. SERVPERF 0.56(a) 0.54(a) -0.23(a) -0.21(a) 
3. Subjective 0.51(a) 0.58(a) -0.25(a) -0.13(c) 
Disconfirmation 
4. Generic Model 0.40(a) 0.37(a) -0.09 -0.19(b) 
(a) p < 0.01，(b) p < 0.05，(c) p < 0.10 Due to spilt questionnaire design, the correlations 
among subjective disconfirmation and other service quality measures are not available. 
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Concurrent and Predictive Validity 
Concurrent and predictive validity are criterion-related validity referring to the 
concept being measured enables one to predict the value of some other criterion concepts 
measured concurrently or separately. Table 16 shows the summary of correlations by 
service quality dimensional measures among themselves and with predictive criterion 
variables. 
Table 16 
Concurrent and Predictive Validity 
of Service Quality Dimension Measures 
Sen/ice Quality Dimensions 
(A) Concurrent Validity (1) (2) (3) (4) (5) 
1. Product Quality 1.00 
2. Tangible Quality 0.60(a) 1.00 
3. Delivery Process Quality 0.54(a) 0.75(a) 1.00 
4. Service Recovery Quality 0.44(a) 0.63(a) 0.76(a) 1.00 
5. Relationship Quality 0.38(a) 0.55(a) 0.58(a) 0.65(a) 1.00 
Criterion Variables 
Years of 
(B) Predictive Validity Satisfaction Loyalty Switch Relationship 
1. Product Quality 0.40(a) 0 . 2 7 � 0.25(b) -0.11 
2. Tangible Quality 0.30(a) 0.25(a) 0.21(b) -0.16(b) 
3. Delivery Process Quality 0.37(a) 0.34(a) -0.07 -0.18(b) 
4. Service Recovery Quality 0.39(a) 0.38(a) 0.07 -0.25(a) 
5. Relationship Quality 0.53(a) 0.27(a) 0.08 -0.11(b) 
(a)"p < 0.01, (b) p < 0.05, (c)p < 0.10 
95 
Table 16 supports that 5 service quality dimensions in the generic model have 
acceptable concurrent and predictive validity. All service quality dimensions have 
significant correlations with other service quality dimensions. They also have strong 
correlations with the satisfaction and loyalty criterion variable. Except for product quality, 
all quality factors have significant correlations with the years of account relationship which 
is a non paper and pencil measure of actual banking behavior. 
Having assessed the construct reliability and validity, in the next chapter, the 
propositions will be tested. The merits of the rival generic service quality model will be 





This chapter presents the hypotheses testing results. First, we explore the 
dimensionality of the generic service quality model through exploratory factor analysis. 
This will answer whether the dimensions are generic and whether the number of service 
quality dimensions varies according to the form of exchange involved (Hj^ and Hn,). 
Secondly, we assess the perceived differences in quality dimension importance 
among different forms of exchange through one way analysis of variances. This will 
detect the differential effects of the form of exchange on perceived service quality (H^ a， 
Hzb, and E y . 
Then, we combine the transactional and contractual groups. We run regression 
and canonical discriminant analysis to explore the effects ofMSS on satisfaction and MSA 
on dissatisfaction respectively. Comparison of results by the two models will answer our 
hypotheses relating to H3, H4, H5, and Hg. 
Generic Service Quality Model 
Dimensionality 
Hja： Consumers use five generic dimensions to evaluate service 
quality. They are: (1) product quality, (2) tangible quality, (3) 
delivery process quality, (4) service recovery quality, and (5) 
relationship quality. 
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Table 17 summarizes the service quality factor structure on the aggregate sample 
under the SERVQUAL null model and rival model. The factor loading matrixes of the 
SERVQUAL model and the rival model (with VARIMAX rotation) are reported in 
Exhibit 1 and Exhibit 2. 
Table 17 
Generic Service Quality MSS Factor Structure 
of All Users 
Quality Factor Structure SERVQUAL GENERIC 
Model Model 
1. Product Quality ~ F1 
2. Tangible Quality H F2 
3. Delivery Process Quality 
3 a. Reliability F2 F3 
3b. Assurance F2 F3 
3c. Responsiveness F2 F3 
3d. Empathy F2 ¥4 
4. Service Recovery Quality ~ ^ 
5. Relationship Quality 
5a. Social Relationship ~ F5 
5b. Structural Relationship -- ^ 
No. of Factors 2 5 
% Variance Explained 70% 11% 
Table 17 shows that on the aggregate basis, the PZB's SERVQUAL gap model 
shows a 2-dimensional factor structure. Tangible quality stands out as a distinct factor. The 
reliability, responsiveness, assurance, and empathy quality collapse into one common 
factor, as proposed. 
The rival model shows a clear 5-factor structure. Slightly different from our 
expectation, the empathy quality become? part of service recovery quality. The reliability, 
assurance, and responsiveness quality converge into a delivery process quality factor. We 
conclude that the service quality concept has five generic dimensions. Hi^ is confirmed. 
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Noticeable Differences in Service Quality Dimensions 
Hib： The number of service quality dimensions for service quality 
evaluation may vary according to the form of exchange. 
Exploratory factor analyses on MSA and MSS scores on the 30 quality 
measurement items by exchange group will provide an answer to this hypothesis under 
inquiry. 
If respondents can recognize the factors, the measurement statements intended to 
measure that factor should load on the prescribed factor and not other factors. If the 
quality dimensions are not recognizable by that particular exchange group, the 
measurement items intended to measure that particular dimension will have factor loading 
loaded on other factors. 
In the exploratory factor analysis, VARIMAX rotation was adopted to rotate the 
dimensions to achieve maximum independence among the factors. Measurement items 
with factor loadings greater than 0.6 are said to have formed a common factor. The 
results of the factor structure are summarized in Table 18. The factor loading matrixes 
of the respective exchange groups are shown from Exhibit 3 to Exhibit 8. 
Table 18 confirms that the number of quality factors consumers use to evaluate 
service quality depends greatly on the chosen form of service exchange. 
In transactional exchanges, reliability is a distinct concern for service adequacy. 
Empathy quality is a distinct concern for superior transactional services. 
In contractual exchanges, the factor structure is the most complex. Service 
recovery and social relationship quality stand out as the extra quality dimensions for 
adequate service and superior services. 
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Table 18 
Summary of MSA and MSS Factor Structure By Exchange Groups 
Transactional Contractual Relational 
Users Users Users 
Factor Structure MSA MSS MSA MSS MSA MSS 
1. Product Quality F1 F1 F1 F1 F1 F1 
2. Tangible Quality F2 F2 F2 F2 F1 F1 
3. Process Quality 
3a. Reliability (F3) F3 F3 F3 F2 F2 
3b. Assurance F4 F3 F3 F3 F2 F2 
3c. Responsiveness F1 F3 F3 F3 F2 F2 
3d. Empathy F4 (F4) F3 (F4) F3 F3 
4. Service Recovery 
Quality F4 F3 (F4) (F4) F3 F3 
5. Relationship Quality 
5a. Social 
Relationship F4 F3 (F5) (F5) (F4) (F4) 
5b. Structural 
Relationship F2 F5 F6 F6 (F4) (F4) 
No of Factors 4 5 6 6 4 4 
% Variance 
Explained 89% 81% 76% 73% 80% 73% 
Note: Factors in parentheses are the differentiating factors from the previous form of 
exchange. 
% 
In relational exchanges, product quality and tangible quality become blurred. 
Social and structural relationship quality are no longer distinct. 
, The factor structures reported in this section make good sense. One solid 
conclusion is that the nature and number of service quality dimensions depend on the 
chosen form of exchange. H b^ is well supported. 
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Perceived Quality Importance 
Respondents are requested to allocate 100 points among the eight service quality 
dimensions according to their relative perceived importance. In this section, we test the 
exchange effects on perceived service quality importance using one way analysis of 
variances (ANOVA) F statistics. 
Hypothesis two says that the form of exchange carries different impacts to 
perceived service quality. 
Hja： Tangible quality is more important in transactional service 
exchanges than in other forms of exchange. 
H2b： Service recovery quality is more important in contractual service 
exchanges than in other forms of exchange. 
H2c： Relationship quality is more important in relational service 
exchanges than in other forms of exchange. 
The results of the ANOVA in Appendix III-F support that all quality dimension 
weights are significantly different from zero. This confirms that none of the dimensions 
is unimportant and irrelevant in the quality evaluation. 
The results of pairwise multiple range tests in Table 19 further suggest that the 
form of service exchange has differential effects on four dimensions: (1) product quality, 
(2) tangible quality, (3) service recovery quality, and (4) relationship quality. 
(1) Tangible quality is more important to the transactional exchange 
groups than to other two groups (Mean weight is 13.2%, F=12.1, p 
< 0.00). H2a cannot be rejected. 
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Table 19 
Summary Results of One Way ANOVA of 
Perceived Quality Importance 
Perceived Quality Factor Importance 
Service Quality Factors “ “ 
S二==s� f Student-Newman-Keuls Tests 
Product Quality * � < ( 2 ) 
Tangible Quality ** (1)>(2) (1)>(3) 
Delivery Process Quality 
Service Recovery Quality * (1)>(3) (2)>(3) 
Relationship Quality (1)<(3) (2)<(3) 
Note : (1) Transactional Exchange Group (2) Contractual Exchange Group 
(3) Relational Exchange Group 
(4) The mean differences between the two groups are significant at 0.05 level by 
multiple range Student-Newman-Keuls tests. 
(5) * p < 0.05 and ** p < 0.01 by Ftests. 
(2) Service recovery quality is more important to the transactional and the 
contractual group. (Mean weight is 12.3%, F=4.3, p < 0.02). H b^ cannot 
be rejected. 
(3) Relationship quality is more important to the relational exchange group 
than to other two groups. (Mean weight is 14.1%, F=8.8, p< 0.00). H2, 
cannot be rejected. 
(4) Product quality is important to the contractual group than to the 
transaction group (Mean weight of product quality in contractual group is 
20.7, F=3.5, p< 0.03). This could be due to random deviation or the true 
, reason that consumers enter specific contract for the desired products. 
(5) There is no perceived importance difference in the individual 
components of the delivery process quality among the three forms of 
exchange groups (0.10 < p < 0.53). 
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Service Satisfaction 
From here on, we combine the transactional and contractual to enable 
comparison of the two models to the relational and total group. From our reasoning, we 
posit that the PZB model will have greater explanatory and predictive power in the 
transactional and contractual group than in the relational group. 
H3： Service satisfaction results from perceived service performance 
exceeding the desirable service expectation (MSS service 
superiority gaps). 
H5： The PZB model (as null model) offers better explanation and 
prediction of service satisfaction (and dissatisfaction) in 
transactional and contractual exchanges than in relational service 
exchanges. 
Ordinary least square estimation was used to test the above hypotheses. Table 20 
summarizes the beta coefficients under each model for all exchange groups. The beta 
coefficients are standardized regression coefficients which provide a measure of the 
predictive power of each quality factor. The adjusted R square in each regression model 
provides a measure of explanatory and predictive power of each model in the different 
exchange groups. 
As expected, MSS perceived service superiority gaps are significant predictors of 
service satisfaction in all groups and in all models. H3 is supported. 
The PZB null model identifies only one significant quality factor in the regression 
models. The reliability MSS gap strongly affects service satisfaction in the transactional 
/ contractual group and the total group (significant at 0.01 level). Tangible MSS gap is 
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the only significant predictor of service satisfaction at the 0.10 level. Taken all 
independent variables together, the PZB null model explains 18% (total group), 21% 
(transactional / contractual group), and 10% (relational group) of the variances in service 
satisfaction respectively. Hj that the null model provides better explanation of service 
satisfaction in the transactional / contractual group than the relational group is supported 
(21% vs 10%). 
Table 20 
Results of Regression Beta Coefficients 
(Dependent Variable: Service Satisfaction by Forms of Exchange) 
Form of Exchange 
Independent Variables All Forms of Transactional / Relational 
Exchanges Contractual Exch Exchange 
(a) Null Model - MSS Quality 
1. Tangible Quality -0.11 0.04 -0.26(d) 
2. Reliability Quality 0.44 (b) 0.67(b) 0.24 
3. Responsiveness Quality -0.08 0.01 0.12 
4. Assurance Quality 0.00 -0.27 -0.00 
5. Empathy Quality O H Om 0.18 
Adjusted R2 0.18 0.21 0.10 
F Value 9.21(a) 5.66(a) 3.01(c) 
d.f. 5,180 5,84 5,85 
Probability 0.00 0.00 0.02 
(b) Rival Model - MSS Quality 
1. Product Quality 0.25(b) 0.26(c) 0.25(d) 
2. Tangible Quality -0.31 (b) -0.06 -0.36 (c) 
3. Delivery Process Quality 0.31 (c) 0.00 0.47 (b) 
4. Service Recovery Quality 0.06 0.04 0.04 
5. Relationship Quality 0.20 (c) 0.45 (b) -0.16 
Adjusted 0.20 0.28 0.15 
F Value 8.74(a) 6.17(a) 4.18(b) 
d.f. 5,153 5,62 5,85 
Probability OOO 0_00 0.00 
(a) p ^ 0.001’ (b) p < 0.01, (c) p < 0.05，(d) p < 0.10 
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The generic model identifies more independent variables as significant predictors 
of service satisfaction at 0.01 level. Product quality and relationship quality are positively 
related to transactional / contractual satisfaction. Product quality, tangible quality, 
delivery process quality are significant predictors of service satisfaction in the relational 
group. On the total group, all generic factors except service recovery quality are 
significant predictors of service satisfaction. 
The adjusted R square of the generic model is 20% (total group), 28% 
(transactional / contractual group), and 15% (relational group) respectively. We conclude 
that the rival model offers greater explanatory and predictive power in service satisfaction 
than the null model in all groups. 
Service Dissatisfaction 
H4： Service dissatisfaction results from perceived service performance 
falling below the minimum service expectation (service adequacy 
gaps). 
Service dissatisfaction is measured by a dichotomous variable (Dissatisfied = 1, 
Not dissatisfied = 0). Canonical discriminant analysis was used to test the hypothesis. 
Table 21 summarizes the standardized canonical coefficients for each model for 
all exchange groups. The standardized canonical coefficients provide a measure of 
predictive power of each MSA quality adequacy gaps. The eta square, which is the 
squared canonical correlation, provides a measure of the explanatory and predictive 
power of each model in different groups. 
The MSA perceived service adequacy gaps are significant predictors of service 
dissatisfaction in 5 of the 6 models except the rival model for the relational group. 
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Stepwise discriminant analysis using all MSS and MSA gaps as independent variables also 
confirm that service dissatisfaction is only related to MSA factor gaps and not MSS gaps. 
H4 receives adequate empirical support. 
Table 21 
Results of Standardized Canonical Coefficients 
(Dependent Variable: Service Dissatisfaction by Exchange Group) 
Form of Exchange . 
Independent Variables All Forms of Transactional / Relational 
Exchanges Contractual Exch Exchange 
(a) Null Model (N=173) (N=86) (N=87) 
1. MSA-Tangible Quality -0.90 -1.23 -0.05 
2. MSA-Reliability Quality 1.79 1.55 2.73 
3. MSA - Responsiveness -0.26 -0.07 -1.00 
4. MSA - Assurance Quality 0.22 0.41 -0.46 
5. MSA - Empathy Quality -0.43 -1.01 
Squared Canonical Correlation 0.14 0.20 0.14 
Chi-Square Value 24.75 17.76 12.24 
d.f. 5 5 5 
Probability 0.000 0.003 0.032 
% of Correct Classification 86% ^ 87% 
(b) Rival Model (N=152) (N=65) (N=87) 
1. MSA - Product Quality -0.21 0.10 -1.14 
2. MSA - Tangible Quality -0.78 -1.40 0.36 
3. MSA - Delivery Process 1.12 1.72 0.86 
4. MSA - Service Recovery -0.90 -1.37 -0.31 
5. MSA - Relationship Quality 1.21 \ 3 \ 0.41 
Squared Canonical Correlation 0.13 0.29 0.07 
Chi-Square Value 20.20 20.26 6.26 
d.f. 5 5 5 
Probability 0.001 0.001 0.282 
% of Correct Classification 86% ^ 86% 
The PZB null model identifies that reliability adequacy gap is the most influential 
predictor of service dissatisfaction. The PZB null model explains 14% (total group), 19% 
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(transactional / contractual group), and 14% (relational group) of the total variances of 
the discriminant functions respectively. H5 that the null model provides greater 
explanatory and predictive power of service dissatisfaction in the transactional / 
contractual group than the relational group is again supported (19% vs 14%). 
The generic model detects more influential predictors of service dissatisfaction. 
The squared canonical correlation (eta square) provides a measure of explanatory power 
of the discriminant functions. The eta square was 13% (total group), 28% (transactional 
/ contractual group), and 7% (relational group) respectively. The author attributes the 
poor discriminant function in the relational group under the rival model to the relative 
small sample size of dissatisfied users (14) in that group. 
Model Comparison 
Hg： The generic model (as rival model) offers equal or better explanation 
and prediction of service satisfaction and dissatisfaction in any form 
of exchange when compared to the PZB model as null model. 
We compare the PZB null model with the rival model on the following criteria: 
(1) overall explanatory and predictive power of service satisfaction / dissatisfaction as 
measured by the adjusted R square or eta square, (2) adequacy of explanation as reflected 
by the percentage of the model's quality factors are statistically significant, and (3) the 
relevance and application in the full service exchange domain. 
Table 22 summarizes the sources of service satisfaction / dissatisfaction and 




Summary of Satisfaction / Dissatisfaction 
Attributing Factors 
Between the PZB Null Model and the Generic Model 
All Transactional / Contractual Relational 
Exchange Exchange Exchange 
Sat Dissat Sat Dissat Sat Dissat 
(I) PZB Null Model 
1. Tangibles - - X -
2. Reliability X X X X X X 
3. Responsiveness - - X 
4. Assurance - - -
5. Empathy - - - - - X 
Adjusted / Eta' 18% 14% 21% 19% 10% 14% 
(II) Rival Model 
1. Product X X X X 
2. Tangibles X X X 
3. Process X X X X 
4. Recovery - X - -
5. Relationship X X X X - -
Adjusted RV Eta' 20% 13% 28% 28% 15% 7% 
Net Changes in R^ / Eta' 2% -1% 7% 9% 5% -7% 
% Change in R? / Eta? 
over the Null Model 11% n.s. 33% 47% 50% n.s. 
Explanatory and Predictive Power 
Except on relational and overall dissatisfaction, the rival generic model satisfies 
criteria one. Relative to the null model, the rival model explains 11% to 50% more 
variances of service satisfaction among all comparable exchange groups. The rival model 
also explains up to 47% of the between group dissatisfaction variances in transactional 
/ contractual group. 
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Adequacy of Explanation 
The rival model predicts that service satisfaction / dissatisfaction results not only 
from reliability gap (in the null model), but also from product, tangible, delivery process, 
and relationship quality superiority or deficiency. 
This finding has much richer theoretical and practical significance. According to 
the null model, management will only focus on enhancing service reliability as the only 
significant means to improve service satisfaction. According to the rival model, service 
satisfaction / dissatisfaction can be more effectively enhanced through improvement in 
product quality, tangible quality, and relationship quality. 
Domain of Application 
Lastly on the effective domain of model application, the PZB null model does 
work best in the transactional and contractual exchange group, as predicted. The rival 
model works equally well or better in all forms of exchange except in one exchange 
group. The author attributes this weakness to the relative small sample size rather than 
theoretical deficiency. Despite this weakness, we conclude that there is sufficient 
evidence that the rival model can be accepted, at least in the retail banking service 
context. 
Table 23 compares the PZB null model with the generic rival model. 
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Table 23 
Model Comparison Results 
PZB Null Model Rival Generic Model 
(1) Dimensions Originally 5 Dimensions. 5 distinct dimensions. Product 
Empirically highly quality, delivery service 
overlapping in two quality, service recovery, and 
generic dimensions. relationship quality. 
(2) Structure 5 dimensions for any Number of dimensions vary 
service. by the chosen forms of 
exchange of each service. 
(3) Explanative and Better in transactional Explain more variances of 
Predictive Power / contractual exchanges. satisfaction / dissatisfaction in 
all exchanges. 
(4) Adequacy of Reliability is the only More dimensions are 
Explanation significant predictor significant. More meaningful 
of service satisfaction. action possible. 
(5) Applicable Transactional / All forms of exchanges. 
Domain Contractual Exchange Relationship quality 
contributes to the 
understanding of satisfaction/ 
dissatisfaction. 
(6) Method of Induction Deduction from service 
Development concept, service classification 
and exchange theories 
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CHAPTER SIX 
SUMMARY AND CONCLUSIONS 
This chapter closes the discussion with some further thoughts and reflection on the 
research. It begins by describing the objectives and general orientation of the study. Next, 
a brief interpretation of the findings follows. Third, an evaluation of the significance of 
the research is made from the perceptive of the philosophy of science. Finally, a number 
of suggestions for further investigation are outlined. 
Objectives and Orientation of the Research 
The query, "why do service quality dimensions differ?"，has been a literature 
debate for years. The work of PZB concludes that there are five generic dimensions of 
service quality in all services. Service quality can be measured as service adequacy gaps 
and service superiority gaps based on consumers' minimum service expectations and 
desirable service expectations. 
This research builds on the foundation of PZB. The author proposes that the form 
of exchange relationship chosen by the service marketers has critical impacts on service 
quality. Latest service concept recognizes that service is a matter of structural 
positioning by the service marketer. Depending on the strategic business needs, the same 
service can be positioned as a transactional service, a contractual service, or a relational 
service. 
I l l 
The trend of service marketing is toward relational service exchange, with the 
emphasis of attracting and retaining repeated business through financial, social, and 
structural relationship benefits. However, this approach requires stronger trust and 
commitment between the two exchange partners, thus creating more complex marketing 
challenges to the service marketers. 
Lately, marketing scholars and practitioners recognize that the same service can 
be positioned differently by different service organizations depending on their own 
strategic business needs. Therefore, studying service quality across service industry 
without studying the underlying form of exchange may offer little contribution to theory 
generalization across service boundaries. 
Through literature review and focus group research, the author searches for the 
critical determinants of service quality. The author proposes that the service quality 
concept has five generic dimensions throughout the service process: (1) product quality, 
(2) tangible quality, (3) delivery process quality, (4) service recovery quality, and (5) 
relationship quality. For different form of service exchange, certain quality factors will 
become critical for service differentiation. As a result, the number of dimensions inherent 
by consumers in service quality evaluation depends on the form of exchange involved. 
This proposed theory is compared to the predominant gap theory of PZB. 
Logical statements relating the concepts under inquiry. (propositions) are subject to 
empirical tests. The objective of the testing is the refutation of the propositions. Theories 
surviving the falsification are said to be corroborated and tentatively accepted. 
The empirical testing ground chosen is the retail banking service context. It was 
chosen for several reasons: (1) much of today's knowledge of service quality by PZB and 
many others is derived from the retail banking industry, (2) relationship banking is a 
客户意見調査 
commonly accepted strategy of banking for many banks all over the world, and (3) the 
author has 15 years of service marketing experience in the retail banking sector. 
The form of exchange is the independent variable. This research attempts to 
explain and predict satisfaction and dissatisfaction (dependent variables) through the 
mediating effects of perceived service quality gaps (intervening variables) 
Services that satisfy the specific form of exchange relationship are selected for 
analysis. The classification scheme creates mutually-exclusive customer exchange groups, 
from which the falsification process of the rival theory is based. 
The statistical techniques employed are the one way ANOVA and multivariate 
regression and canonical discriminant analysis that require reliable and valid interval scales 
of measurement. Therefore, an evaluation of the falsification results has to begin with an 
assessment of the operationalization of constructs, then on the reliability and validity of 
constructs tested. 
Operationalization of Constructs 
Forms of Exchange 
The form of service exchange is operationalized by respondents' total banking 
experience in all banks. Undisclosed bank product usages in other banks are unlikely. 
95% of the respondents report that they use more than one bank (average 3.4 banks). 
63% of the respondents report multiple service usage (average 2.2 services) in the sample 
bank. 
The transactional exchange group included respondents who only have 
transactional services (defined as current, savings, and ATM network services), and no 
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other services in any other bank. They represent the pure expectations of the transactional 
users. 
The contractual group included users who have time deposits or loan contracts 
in the sample bank and other banks. Contractual users normally have transactional 
accounts. We checked that they are not pure transactional account users, nor private 
banking customers in the sample bank. In the model testing, the transactional and 
contractual groups are combined partly because of research need and partly because of 
their mixed exchange nature. 
The relational group included only private banking customers of the sampled bank 
based on internal computer records. This should be very accurate. 
A relational customer of the sample bank is distinct from other customers in 
several aspects. First, they engage in more complex and long term exchanges. Common 
products are investment services (including cash deposits with an amount over 
HK$500,000) or long term borrowing relationship. Second, they are served by dedicated 
relationship managers handling all accounts of the customers. Third, most of them receive 
services at home or in their offices when the private bankers call on them. I f they want 
to visit the bank, they can go to the High Networth Centers, which are designed and 
decorated differently from a regular branch setup. Fourth, there are constant negotiation 
and conflict resolution on pricing and terms of exchange. 
The author concludes that there are sufficient service and marketing differences 
among the three forms of exchange to make it an effective independent variable. 
Dependent Variables 
The study adopts the ZBP's MSA and MSS gap model framework. Perceived 
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MSA and MSS gaps are measured by PZB's original SERVQUAL scale based on their 
MSA and MSS specification and data collection methodology. 
Empirical analysis on the MSA, MSS and tolerance range reveals that they are 
distinct concepts. Each quality dimension has a tolerance range of 0.25 to 1.75 on a 9-
point scale (Appendix III-E). 
Satisfaction is measured by a 6-item scale capturing the sources and extent of 
satisfaction using a D-T scale. The D-T scale is a proven scaling method (Westbrook 
1980). 
Product quality is operationalized as the perceived gap between instrumental 
service performance and instrumental service needs. Empirically, the final measurement 
anchors on a 2-item scale measuring the bank's ability to help customer buy a sweet home 
and expand business. This is not surprising. The sample bank has a distinctive 
"homeowners丨 Bank" image and is well-known for its specialized home mortgage 
services. Customers of the sample bank could have used this as the major product benefits 
to evaluate overall product superiority against competing banks. 
Service recovery quality is measured by three items on the ability to recover from 
service problems. Relationship quality is a 4-item scale measuring gaps in social 
relationship and long term structural commitment of both parties in the exchange. 
Loyalty, switching intent, and complaint intent are multiple item scales 
recommended by PZB in their latest research work. The results of these scales should be 
directly comparable with prior studies. 
Reliability of Research Instruments 
The reliability of the dependent variables, as measured by Cronbach Alpha 
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coefficients, is high. The PZB's 5 dimensional scales have high scale reliability between 
0.96 and 0.97 in the overall scales across all exchange groups. 
The service recovery quality and relationship quality scales are also reliable scales, 
with alpha coefficient between 0.82 and 0.94 on the summated scales. Product quality 
reliability is weaker but meets the minimum standard of 0.60. 
The reliability of the satisfaction scale ranges from 0.78 to 0.90, which is 
considered high. The loyalty scale and switch scale have proven construct validity in prior 
PZB's studies. The alpha reliability in this research is more than 0.78 for switching 
intent, and close to 0.94 for loyalty. 
Validity of Research Instruments 
Proof of content validity of the intervening quality variables and dependent 
variables is obtained by exploratory factor analysis. The clean and clear factor structures 
support that the measurement items are measuring what they are supposed to measure. 
Proofs of convergent and discriminant validity of dependent variables are obtained 
through evaluation of correlations among service quality and criterion-related variables 
measured by maximumly-different methods. 
A perception-based measure known as SERVPERF (Cronin and Taylor 1992), 
and a subjective disconfirmation-based measure (Brown, Churchill, and Peter 1993) are 
collected and analysed. The results show strong convergent validity as evidenced by 
strong correlations among alternate service quality measures ( 0.65 < r > 0.91, p < 
0.001). 
Discriminant validity is proved by the significant (but different) correlations 
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among the dependent constructs ( 0.20 < r > 0.58, p < 0.001). Concurrent validity, 
predictive validity, and nomological validity of the service quality measures are also 
established through significant correlations with the latent constructs and behavioural 
constructs. Behavioural constructs such as years of account relationship and average 
deposit balances in the bank are the preferred non paper and pencil measures. The author 
concludes the dependent variables have solid construct validity. 
Response Rate and Sample Representativeness 
The response rate in this study was 9%. Although the response rate was low as 
compared to other reported studies, the research did purposely check on non-response 
bias by follow-up phone calls. Respondent profile statistics did not show worrying bias. 
Investigation of non-response reasons revealed that the length of the questionnaire 
required and the low literacy level were the reasons. Time and cost constraints did not 
allow personal interviews to improve the response rate. However, based on findings 
from the follow-up phone calls, it seems that the research had a representative sample. 
Also, there were sufficient subgroup sample sizes (degree of freedoms) for the statistical 
analysis and hypotheses testing, 
t 
Summary and Interpretation of Findings 
This thesis is titled "Towards A Generic Model of Service Quality for 
Transactional, Contractual, and Relational Service Exchange in Retail Banking". The 
term "model" represents a "theory". 
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"A theory is a systematically related set of statements, including some 
law like generalizations, that is empirically testable. The purpose of 
the theory is to increase scientific imderstanding through a 
systematized structure capable of both explaining and predicting 
phenomena“ (Hunt 1991, p.4). 
The core explanandum of the theory are: (1) Why do service quality dimensions 
differ across service boundaries? (2) Are the PZB's five dimensions of service quality 
generic? (3) Are they adequate for all services? and (4) Is there a better 
conceptualization of the perceived service quality concept? Why or why not? 
Nine hypotheses have been tested. Hj^ and Hjb define the generic service quality 
model in retail banking. H a^, Hjb, and H^。explain the impact of the form of exchange 
on perceived service quality importance. H3 and H4 predict service satisfaction and 
dissatisfaction. H5 and Hg compare the null model to the generic model on different 
domain of service exchanges. 
Failure to falsify the above hypotheses offers a tentative explanation that the 5-
dimensions of PZB gap model are not generic. They are inadequate to generalize for all 
services. Different forms of exchanges may require different emphases on the quality 
dimensions. 
Table 24 systematizes the relationships of the propositions, including some law 
like generalization. They are accepted as tentative solutions to the explanandum. 
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Table 24 
Explanans, Explanandum, and Predictions 
of the Generic Service Quality Model 
Explanans 1. Consumers have hierarchy of needs. (Maslow 1954) 
2. There are three forms of service exchanges: (1) 
transactional, (2) contractual, (3) relational (Gundlach and 
Murphy 1993). 
3. The service quality construct can be measured by: (1) a 
service adequacy MSA measure (performance-minus-
minimum expectations) and (2) a service superiority MSS 
measure (performance minus desirable service expectations) 
(PZB 1993). 
4. The hierarchy of needs influences consumers' quality 
expectations under each form of exchange. (Logical 
deduction) 
Explanandum 5. A generic model of service quality for all services includes 
5 quality dimensions. They are product quality, tangible 
quality, delivery process quality, service recovery quality, 
and relationship quality (Generic Service Quality Model). 
6. The number of dimensions inherent in consumers' service 
quality evaluation depends on the form of service exchange 
involved. 
• In transactional exchanges, tangible quality is more 
important. 
• In contractual exchanges, product and service recovery 
quality are more important. 
• In relational exchange, relationship quality is more 
important. 
• In all service exchanges, delivery process quality is equally 
important. 
7. The generic model expands the scope of applicability to 
contractual service exchanges (where service problems are 
likely to arise) and long term relational service exchanges 
(where relationship quality is key). 
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Table 24 (Cont'd) 
Explanans, Explanandum, and Predictions 
of the Generic Service Quality Model 
Prediction 8. MSS predicts the sources and extent of service 
satisfaction. 
9. MSA detects the sources and extent of service 
dissatisfaction. 
10. The PZB model works better in transactional / contractual 
exchanges than in relational exchanges. 
11. The generic model works satisfactorily in all forms of 
exchange. 
Significance of the Research Contribution 
It is felt that the research makes contribution to theory, methodology, and 
practice. Each of them is discussed below. 
Contribution to Theory 
This research is not refuting PZB's gap theory of service quality. The generic 
model builds on their theory and advances beyond the PZB's work of service quality in 
the following aspects: 
Dimensions 
The empirical tests confirmed that reliability, responsiveness, and assurance 
factors represent the different aspects of delivery process quality. Similar overlapping 
were found in PZB's SERVQUAL refinement (PZB 1991). Teas (1992) also reports that 
some dimensions in the SERVQUAL construct may mean similar things to respondents. 
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Empirically, they are not adequate to explain and predict service satisfaction and 
dissatisfaction when compared to the generic model. 
The generic model identifies three other generic dimensions which offer 
theoretical, empirical, and managerial insights to the understanding of service satisfaction 
and dissatisfaction in the full domain of service exchange. 
Structure 
The generic model draws on the theoretical support on Maslow's hierarchy of 
needs model to explain why there is difference in customers' quality factor structure 
under different form of exchange. The empirical results support a generic 5 factor 
service quality model for all service exchanges while the number of service quality 
dimensions for each form of exchange rises according to the complexity of exchange. 
Prediction 
The generic model is well-formed and internally consistent. It offers an insightful 
explanation of why and how customers are satisfied or dissatisfied. 
The model also rightly predicts that the PZB model works best in transactional 
and contractual exchanges. After comparing the two models on three criteria, we 
conclude that the generic model can be accepted as tentative solutions to the 
explanandum. 
Theoretical Support 
The PZB model is derived from induction. The generic model is deduced from 
theory. Both models have been subject to empirical tests. The generic model 
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concatenates theoretical support from (1) the molecular service concept and service 
positioning concept of Shostack; (2) Lovelock's service classification and service process 
concept; (3) Gundlach and Murphy's marketing exchange continuum concept; and (4) 
service satisfaction theories. The research results have been tested by appropriate 
statistical tests with the assumptions checked. 
For example, the present operationalization of satisfaction is a 6-item scale 
measuring not only the degree of satisfaction, but also the significant attributing 
dimensions of satisfaction. It is consistent with the attribution theory of satisfaction. 
The catastrophe theory of satisfaction predicts that satisfaction and loyalty 
relationship is both linear and nonlinear, depending on the transaction cost. In this 
research, transaction cost can be operationalized by the forms of exchange. Our data 
supports a linear satisfaction-loyalty relationship in each form of exchange and a 
nonlinear relationship over the full service exchange domain. However, as the main 
focus of this research is not to test this satisfaction-loyalty relationship, the subject has 
been dropped from this report. 
Embarking on New Ground 
Relational marketing is becoming an important area of marketing inquiry. As 
confirmed in this study (Appendix III-G), relational customers have significantly larger 
deposits and loan balances in the sample bank. They are fewer but more important for 
any bank to attract and retain. 
Yet, very little research has been conducted on relational service quality. Little 
is known about long term business relationship, relationship quality construct, construct 
measurement, and relationship with other dependent variables. This research adds 
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knowledge to the literature. 
Contribution to Practice 
Our findings have practical implications to service marketing practitioners, at 
least in the following four aspects: (1) strategic service design, (2) strategic service 
positioning, (3) relationship customer segmentation, and (4) long term service quality 
tracking and improvement direction. 
Strategic Service Design 
In designing a service product and specifying service quality standards for a new 
service, the service marketer may focus on 5 distinct aspects of service quality. 
(1) Product Quality : What fundamental service benefits should be 
offered to customers, how to communicate 
the benefits, and how to assess the fulfilment 
of service promises 
(2) Tangible The expectations and the design of physical 
Quality: setting, facilities, and communication 
materials 
(3) Process Quality : This relates to reliability, responsiveness, 
assurance, and empathy of the service 
organization and service provider 
(4) Service Recovery The predetermined plan and procedures of 
Quality : service recovery during service failure 
(5) Relationship Whether the service should be positioned as 
Quality : discrete transactional, contractual, or 
relationship exchange. I f relationship 
marketing is preferred, to design the 
necessary financial, social and structural 
benefits of the relationship. 
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Strategic Service Repositioning 
Depending on the present strengths of the service organization along the 5 generic 
quality dimensions, the theory can also help the service marketers to make strategic 
service positioning decisions. 
One strategy is to capitalize on the critical strengths of existing quality while 
maintaining thresholds for the noticeable quality dimensions. For example, tangible 
quality and empathy quality are important quality dimensions of transactional exchange. 
Through making products more tangible and emphasizing the ability to understand 
customer needs, service marketers can gain competitive service quality advantage on a 
selected competitive plane. 
Another strategy is to reposition a transactional service to a contractual service 
emphasizing service recovery and social relationship. In every move of the way, the 
theory provides a principle for service quality positioning required by the chosen form of 
service exchange. 
For example, the ATM service is classified as a transactional product in this study 
and in retail banking. A transactional ATM product is programmed for fast cash 
withdrawal or quick balance inquiry functions. The purposes are to maximize service 
capacity and minimizing queuing time. As all ATMs perform alike, the traditional 
marketing emphasis for ATM has been on the external product look and service reliability 
(tangible and delivery process quality). 
However, an ATM can be programmed to provide cash rebates for network 
I. 
transactions or lucky draw for repeated usage at different slices of time. An ATM can 
also be programmed to provide on-line interactive selling or taking loan applications. 
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Such uses of ATM (or in-lobby PCs) are extending the ATM service for contractual and 
relational uses. When doing so, the generic service quality model directs marketers' 
attention away from reliability quality to product quality and service recovery quality. 
The product design and human backup (when the product is down) will become the 
critical component for service satisfaction. Without knowing this change in customers' 
quality focus, marketers might commit to unnecessary marketing errors in product and 
service recovery procedure design. 
Segmentation and Service Quality Tracking 
The generic service quality measures can provide post purchase service quality 
monitoring and customer segmentation. Segmenting the market by their relative business 
contribution and desirable service levels will yield a cost-effective strategy to attain 
customer satisfaction. Effective marketing programs can be introduced to set service 
expectations and improve services to the more important customers who may be easier 
to satisfy. 
The gap scores could be used to predict customer service satisfaction level, 
diagnose potential service problems, and decide on the priority in ongoing service 
improvement. 
Contribution to Methodology 
This research has for the first time validated the PZB's SERVQUAL scale in a 
retail banking service context in Hong Kong. It has also developed, and validated a 
product quality and relationship quality scale in banking. 
客户意見調査 
Our experience with SERVQUAL is that it is a highly reliable and valid measure 
of service quality particularly in transactional and contractual service exchanges. In 
relational exchanges that emphasise long term and more complex exchange, product 
quality and relational quality should be measured. 
Rigorous efforts have been spent to analyse the service quality scales using 
LISREL confirmatory factor analysis, as suggested by Gerbing and Anderson (1988) and 
Anderson and Gerbing (1988). Confirmatory factor analysis on the SERVQUAL factor 
structure using LISREL has distinct advantages over exploratory factor analysis as it 
allows the researcher to model measurement errors and construct relationships. However, 
none of the prior attempts have succeeded in analysing the SERVQUAL scale by 
LISREL. (Finn and Lamb 1991; Cronin and Taylor 1992; Babakus and Boiler 1991). 
The author has no exception. LISREL confirmatory factor analysis on the data set shows 
poor model fit. The results therefore are dropped from the final report. 
The poor LISREL model fit could be attributed to several problems in 
measurement model specification . The full SERVQUAL model is measured on 21 items 
for 5 latent constructs with 364 cases. Hayduk (1987, p. 167) explains that ''with large 
sample sizes, even minute differences lend to he detectable as being more than mere 
sampling fluctuations and hence significant.“ 
Another problem is the common method variance inherent in the measurement 
errors due to the data collection method. Many error terms in theta-delta matrix are 
highly correlated or yielding a negative variance. The third problem rests with the high 
correlations existent in the SERVQUAL dimensions represented by PHI matrix. Teas 
(1991, P.31) points out: 
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"a considerable portion of the variance in the SERVQUAL expectations 
measures may be caused by respondents' misinterpretations of the 
question rather than to different attitude or perception.“ 
The SERVQUAL scale need constant refinement and simplification before one 
can conduct structural modelling through LISREL in the future. 
Evaluation of Theory from the Philosophy of Science 
It is not sufficient in science to merely fit data to a model and declare on the basis 
of that fit that one's model is reasonable or not. Science requires that our conjectures be 
exposed to examination and refutation (Bagozzi 1978). In this part of the chapter, several 
criteria are proposed for evaluating the explanatory power of the model. 
Hunt (1983) requires that explanatory models should be (1) pragmatic, (2) inter-
subjectively certifiable, and (3) have empirical content. Pragmatism refers to the nature 
of explanandum should be a relevant and important subject of scientific marketing inquiry. 
Intersubjectively certifiable criterion implies that the explanatory structures must be 
testable. The empirical content further requires that the explanatory structure not only 
observable or testable, but must be empirically tested. 
The generic service quality model survives the above three basic tests of theory 
assessment. First, it relates to a long debated controversial issue in the last 10 years of 
service quality literature. It concatenates the well-accepted "service as process" concept 
in service marketing with service quality and exchange relationships. It deduces its logical 
support from the hierarchy of needs theory. The model offers law-like generalizations 
that have been subject to empirical testing. Relevant statistical tests were applied to 
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falsify the propositions. The surviving propositions offer adequate explanation, 
prediction, and control for the subject marketing phenomenon. 
Findings are compared to the existing predominant PZB gap theory in every stage 
of the falsification process. The rival model shows extra power in every step of the 
explanation. 
Zaltman, Pinson, and Angelmar (1973) suggest the following extra criteria to 
evaluate an explanatory theory: (1) evidential strength, (2) simplicity, (3) scope, (4) 
precision, (5) power, and (6) accuracy. 
Evidential strengths refer to the logical consistency between explanans and 
explanandum and whether there is limitation of specific class of the phenomena. In this 
regard, the generic service quality model is well-formed and internally consistent. Our 
reading of the literature in service quality leads us to believe that the generic model has 
sound theoretical and practical strengths and should apply for all service exchanges. 
However, the model has only been tested by one class of services and by one sample. 
Not only will replication studies using another retail bank be usefol, but extending the 
study to other non-bank service exchange is definitely required. 
Simplicity refers to a principle of selecting alternate explanations of approximately 
equal evidential strength. In this regard, the generic service quality offers equal linguistic 
and interpretative simplicity compared to the PZB model. 
Scope of explanation refers to the range of events to which an explanation can be 
applied. The generic model survives the scope test with its equally acceptable reliability 
and validity in the transactional, contractual exchanges and in relational exchanges. 
Precision refers to the degree of specification of the variables and of the 
relationships between those variables. The surviving generic model has acceptable 
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precision of measurement and superior explanatory and predictive power. 
Power of explanation refers to the degree of control over the environment an 
explanation provides. Accuracy refers to measurement reliability. This research reports 
reliability of measures that is respectfully high. It also reports a net improvement in the 
adjusted R? or eta square on the dependent variables. The net improvements are 
substantial relative to the respective bases. 
As with any survey research methodology, this research is a positive and 
empirical study of the associated changes in perceived service quality to dependent 
variables. The survey research method is not a causal design. Therefore, the findings 
suggest descriptive association and definitely not suggesting a cause and effect 
relationship. 
Direction for Future Research 
Better Construct Measurement 
Although our measures performed well, it is certainly possible that better (or at 
least different) measures could be constructed for product and relationship quality. 
Product quality is currently measured by the perceived instrumental benefits it 
delivers on two items, which barely meet acceptable reliability alpha of 0.6 to 0.7 across 
all groups. 
In the goods marketing context, product quality has been measured by four 
methods: (1) relative % of sales in business volume (Phillip, Chang, and Buzzell 1983), 
(2) difference in % of sales between products with superior sales and products with 
inferior sales (Tellis and Fornell 1988), (3) relative price / quality index in experimental 
design (Rao and Monroe 1989; Monroe and Dodd 1988), and (4) expert ratings from 
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independent testers in Consumer Reports, U.S.A. (Lichtenstein and Burton 1989; Curry 
and Faulds 1986, Curry and Riesz 1988). In the future, product quality could be 
measured differently. 
Our relationship quality is measured by four items with 0.82 to 0.97 alpha 
coefficients. The items are developed, and pre-tested before final adoption. Empirical 
factor structure shows that the scale has 2 scale-component, social relationship and 
structural relationship, representing social bonding and trust bonding. The financial 
bonding is represented by the product quality which is a determinant why relational users 
consider switching banks. This relationship quality conceptualization is consistent with 
the 3 levels of relationship bonding of relationship marketing as suggested by PZB 1991. 
The same construct has been measured differently by a trust and satisfaction index 
in insurance service by Crosby, Evans, and Cowles (1990), and by trust and commitment 
between automobile tire retailers and suppliers (Morgan and Hunt 1994). In future 
research, relationship quality could be measured differently to represent different bonding 
of relational exchange. 
Better Data Collection Methodology 
Our LISREL modelling experience suggests that further refinement of the 
SERVQUAL measurement items may be necessary to reduce the indicator items to a 
smaller set amenable for LISREL modelling. The present data collection methodology 
in a 2-column or 3-column format has already improved over the previous method of 
asking the same set of performance and expectation items separately. However, the data 
collection methodology still produces substantial missing values (which substantially 
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reduce the number of usable cases after listwise deletion) and correlated measurement 
error terms. Continuous refinement of the data collection methodology is necessary. 
Causal Experimental Design 
The differential impact of form of exchange on the MSA and MSS gaps could be 
further tested by employing an experimental design. Respondents could be asked to 
evaluate the service quality of a proposed service which through description manipulated 
as a transactional, contractual, or relational service design. Such experiment could single 
out the exchange treatment and interaction effect to service quality and satisfaction, which 
is a preferred method of establishing causal relationship. 
Replication Study Required 
To refine the generic model, replication studies are required to validate the model 
(1) to another set of retail banking services, (2) to another class of services. Theory 
building can only be ongoing falsification process. 
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Limitations 
The first limitation is the one time survey method employed. This study examines 
the effect of transactional, contractual and relational service exchange on perceived 
service quality based on a snapshot study. Such approach ignores the dynamic effect of 
service quality attitude and satisfaction formation. 
Secondly, the retail banking service context has limitations. This research is 
based on one bank sample only. Within that sample, seven types of bank services are 
classified into three forms of exchange. Other retail banking services have not tested. 
The specific model generalization has yet to be tested and reconfirmed. 
Thirdly, the generic quality model measured on 30 items is not a general scale for 
all services. It is a specific scale developed and validated for this research. Re-validation 
or development alternative scales for other class of services is recommended. 
Fourthly, the relatively low adjusted R squares probably suggest there are other 
significant contributors to satisfaction / dissatisfaction not incorporated in the regression 
models. According to the equity theory and dyadic role expectation model of 
satisfaction, perceived equity in exchange, price-quality relationship, dyadic interactions 
are some other probable explanation of service satisfaction left out in the study. While 
the relative power of satisfaction explanation still remains a valid criterion for model 
evaluation, the author admits that the service quality model is not a complete explanation 
of retail banking service satisfaction. 
Much more work must be done. Our propositions and the model need further 
explication, replication, extension, application, and criterion evaluation. The author offers 
them to the marketing discipline and marketing practice for all these purposes. 
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Exhibit 1 
All Users SERVQUAL Null Model 
Rotated MSS Factor Structure 
VARIMAX Rotation 
Measurement Factor 1 Factor 2 
Items Tangibles Delivery Process Total 
Tang 1 78 
Tang 2 80 
Tang 3 66 
Tang 4 73 
Tang 5 71 
Reli 1 66 
Reli 2 84 
Reli 3 86 
Reli 4 87 
Reli 5 75 
Resp 1 80 
Resp 2 84 
Resp 3 IS 
Assur 1 80 
Assur 2 76 
Assur 3 72 
Assur 4 
Emp 1 
Emp 2 64 
Emp 3 67 
Emp 4 76 
Variance Explained 63% 7% 70% 




All Users Rotated Generic Service Quality Model 
MSS Factor Structure 
VARIMAX Rotation 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
Measurement Product Tangibles Delivery Recovery Relationship Total 
Items Process 
Prod 1 78 
Prod 2 72 
Tang 1 ^ “ 
Tang 2 77 
Tang 3 68 
Tang 4 75 
Tang 5 ^ 
Reli 1 65 
Reli 2 78 
Reli 3 77 
Reli 4 76 
Reli 5 70 
Resp 1 Ts 
Resp 2 82 
Resp 3 80 
Assur 1 78 
Assur 2 74 




Emp 3 71 
Emp 4 M 
Recov 1 72 
Recov 2 74 
Recov 3 74 
~ ^ 
Rel 2 85 
Rel 3 60 
Rel 4 
Variance Explained 4% 6% 50% 7% 4% 71% 
Note : Factor loading > 0.6 multiplied by 100 
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Exhibit 3 
Transactional Exchange Users Rotated MSA Factor Structure 
by Principal Component Analysis - VARIMAX Rotation 
Measurement Factor 1 Factor 2 Factor 3 Factor 4 
Items Product Tangibles Reliability Delivery Total 
Process 
Prod 1 67 “ 
Prod 2 ^ 
Tang 1 73 一 
Tang 2 
Tang 3 83 
Tang 4 78 
Tang 5 
Reli 1 74 
Reli2 
Reli 3 67 
Reli 4 62 
Reli 5 ^ 
Resp 1 
Resp2 61 
Resp 3 60 66 
Assur 1 75 
Assur 2 71 
Assur 3 83 
Assur 4 77 
Emp 1 64 
Emp 2 77 
Emp 3 76 
Emp 4 ^ 
Recov 1 68 
Recov 2 
Recov 3 
S Z i “ 
Rel 2 62 
Rel3 71 
Rel 4 ^ 
Variance Explained 4% 6% 5% 74% 89% 
Note : Factor loading > 0.6 multiplied by 100 
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Exhibit 4 
Transactional Exchange Users Rotated MSS Factor Structure 
Principal Component Analysis - VARIMAX Rotation 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
Measurement Product Tangibles Delivery Empathy Relationship Total 
Items Process 
Prod 1 83 
Prod 2 75 
Tang 1 " “ 
Tang 2 
Tang 3 69 
Tang 4 77 
Tang 5 ^ 
Reli 1 70 
Reli 2 81 
Reli 3 69 
Reli 4 80 
Reli 5 76 
Resp 1 ' n 
Resp 2 82 
Resp 3 79 
Assur 1 79 
Assur 2 84 
Assur 3 73 
Assur 4 ^ 
Emp 1 n 
Emp 2 
Emp 3 85 
Emp 4 
Recov 1 65 
Recov 2 72 
Recov 3 
65 
Rel2 60 61 
Rel 3 92 
Rel4 9\ 
Variance Explained 5% 5% 57% 8% 6% 81% 
Note : Factor loading > 0.6 multiplied by 100 
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Exhibit 5 
Contractual Exchange Users Rotated MSA Factor Structure 
Principal Component Analysis - VARIMAX Rotation 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 
Measurement Product Tangibles Delivery Recoveiy Personal Structural 
Items Process Relationship Relationship Total 
Prod 1 56 
Prod 2 79 
Tangl 71 
Tang 2 81 
Tang 3 
Tang 4 72 
Tang 5 
Reli 1 
Reli 2 62 
Reli 3 66 
Reli 4 69 
Reli 5 79 
Resp 1 n 
Resp 2 74 
Resp 3 86 
Assur 1 73 
Assur2 61 
Assur 3 
Assur 4 65 
Emp 1 
Emp 2 
Emp 3 72 
Emp 4 ^ 
Recov 1 73 
Recov 2 64 
Recov 3 68 
R d l S 
Rel 2 79 
Rel 3 73 
Rel 4 ‘ 72 
Variance Explained 3% 6% 51% 5% 4% 7% 76% 
Note : Factor loading > 0.6 multiplied by 100 
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Exhibit 6 
Contractual Exchange Users Rotated MSS Factor Structure 
VARIMAX Rotation 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 
Measurement Product Tangibles Delivery Recovery Social Structural Total 
Items Process Relationship Relationship 
Prodi 63 “ 
Prod 2 75 
Tang 1 
Tang 2 78 
Tang 3 70 
Tang 4 78 
Tang 5 
Reli 1 68 
Reli 2 76 
Reli 3 75 
Reli 4 74 
Reli 5 70 
Resp 1 ^ 
Resp 2 79 
Resp 3 n 
Assur 1 81 
Assur 2 75 
Assur 3 69 
Assur 4 
Emp 1 
Emp 2 61 
Emp 3 70 
Emp 4 • 65 
Recov 1 65 
Recov2 75 
Recov 3 73 . 
^ ~80 
Rel 2 85 
Rel 3 73 
Rel 4 J2 
Variance Explained 3% 6% 47% 8% 5% 4% 73% 
Note : Factor loading > 0.6 multipled by 100 
客户意見調査 
Exhibit 7 
Relational Exchange Users Rotated MSA Factor Structure 
VARIMAX Rotation 
Factor 1 Factor 2 Factor 3 Factor 4 
Measurement Product / Delivery Recovery Relationship Total 
Items Tangibles Process 
Prodi 
Prod 2 n 
Tang 1 63 
Tang 2 61 
Tang 3 
Tang 4 62 
Tang 5 67 
Reli 1 79 
Reli 2 88 
Reli 3 83 
Reli 4 88 
Reli 5 ^ 
Resp 1 "69 ‘ 
Resp 2 70 
Resp 3 ^ 
Assur 1 76 
Assur2 71 
Assur 3 69 
Assur 4 ^ 
Emp 1 — 71 
Emp 2 64 
Emp 3 61 
Emp 4 76 
Recov 1 84 
Recov 2 76 
Recov 3 77 
^ “ ^ 
Rel2 82 
Rel 3 84 
Rel4 ^ 
Variance Explained 5% 59% 9% 7% 80% 




Relational Exchange Users Rotated MSS Factor Structure 
VARIMAX Rotation 
Measurement Factor 1 Factor 2 Factor 3 Factor 4 
Items Product Tangibles Delivery Relationship Total 
Process 
Prod 1 59 "“ 
Prod 2 
Tang 1 n 
Tang 2 72 
Tang 3 68 
Tang 4 66 
Tang 5 69 
Reli 1 80 
Reli 2 86 
Reli 3 87 
Reli 4 86 
Reli 5 ^ 
Resp 1 n 
Resp 2 86 
Resp 3 ^ 
Assur 1 77 
Assur 2 74 
Assur 3 66 
Assur 4 73 
Emp 1 ^ “ 
Emp 2 59 
Emp 3 60 
Emp 4 ^ 
Recov 1 86 
Recov2 84 
Recov 3 ^ 
rSI 64 
Rel2 
Rel 3 88 
Rel4 
Variance Explained 7% 51% 10% 5% 73% 
Note : Factor loading > 0.60 multiplied by 100 
I. 
140 
APPENDIX I: Measures 
Construct Scale Measurement Items 
SERVQUAL GENERIC 
Tangibles 
x l x l Modern Equipment 
x2 x2 Visually Appealing Facilities 
x3 x3 Employees who have a neat, professional appearance 
x4 x4 Visually appealing materials associated with the 
services 
x5 x5 Convenient Business Hours 
Alpha 0.83 0.83 
Reliability 
x6 x6 Providing service as promised 
x7 x7 Dependability in handling customers' service problems 
x8 x8 Performing service at the promised time 
x9 x9 Performing services right the first time 




x l 1 x l 1 Prompt service to customers 
x l2 x l2 Willingness to help customers 
xl3 xl3 Readiness to respond to customers' requests 
Alpha 0.90 
Assurance 
x l4 x l4 Employees who instill confidence in customers 
x l5 x l5 Making customers feel safe in their transactions 
x l6 x l6 Employees who are consistently courteous 




APPENDIX I: Measures 
Construct Scale Measurement Items 
SERVQUAL GENERIC 
Empathy 
xl8 xl8 Giving customers individual attention 
x l9 x l9 Employees who deal with customers in a caring 
fashion 
x20 x20 Having the customer's best interest at heart 
x21 x21 Employees who understand the needs of their 
customers 
Alpha 0.89 0.96 
Product 
x22 Help me build a sweet home 
x23 Help me expand my company business 
Alpha 0.63 
Service Recovery 
x24 I f I complain, I will get a reply 
x25 I f there is a problem, the manager will help me 
x26 I f I complain, the problems will be reasonably resolved 
Alpha 091 
Relationship 
x27 Will make services particularly easy for long-lasting 
customers who have developed personal relationship 
with the employees 
x28 Will give advantageous treatment to long-lasting 
customers who have developed personal relationship 
with employees 
x29 Will take good care of the long-term interests of long-
lasting customers 




APPENDIX I: Measures 
Construct Scale Measurement Items 
Service Satisfaction 
Delight-Terrible Scale on 7 anchor point ranging from delighted (7), pleased 
(6)，mostly satisfied (5), sometimes satisfied, sometimes not satisfied (4)， 
mostly dissatisfied (3), Unpleasant (2), horrible (1), neutral (0), no Comment 
(missing). 
y l Teller and general customer services 
y2 deposit/withdrawal services 
y3 Home mortgage services 
y4 Investment services 
y5 Long term customer relationship 
y6 Ability to resolve customers' service problems 
Alpha 0.88 
Loyalty 
7 point likert scale anchored on strongly disagree (1) to strongly agree (7) 
You will.... 
y7 say positive things about the bank to other people 
y8 recommend the bank to someone who seeks your advice 
y9 encourage friends and relatives to do business with the 
bank 
ylO consider the bank your first choice to buy services 
y l l do more business with the bank in next few years 
Alpha 0.93 
Switch Intent 
7 point likert scale anchored on strongly disagree (1) to strongly agree (7) 
You will.... 
‘ y l2 Do less business with the bank in the next few years 




APPENDIX I: Measures 
Construct Scale Measurement Items 
Complaint Intent 
7 point likert scale anchored on strongly disagree (1) to strongly agree (7) 
You will.... 
y l4 complain to other customers if your experience a problem 
with the bank's service 
yl5 complain to external agencies, such as Consumer Council, 




Appendix I I 
Respondent Characteristics 
Early Late Chi-square/ 
Characteristics Respondents Respondents T-value Probability 
(N=416) (N=59) 
1. Age: 30 or over 80% 88% X'= 11.80 0.16 
2. Education: secondary or higher 70% 43% X^=34.70 0.00 
3. Occupation: 
• professional/executive 42% 25% 
• sole proprietor 20% 7% 
• office workers 11% 15% 
• housewives 5% 13% XM4.80 0.00 
4. Type of Residence 
• rented 8% 7% 
• owned 64% 70% 
• living with family 12% 7% X^=12.00 0.04 
5. Personal Income Per Month $21,215 $12,548 t=5.01 0.00 
6. Household Income Per Month $35,780 $25,470 t=4.63 0.00 
7. Number of banks used 3.44 2.78 t=1.24 0.22 
8. Years with the bank 3.4 5.68 t=-2.74 0.01 
9. % Service Problem Encountered 19% 5% X~=9.20 0.01 
10. % Service Problem Resolved 23% N.A. X^=0.50 0.00 
11. Account Relationship with the Bank: 
• current/savings/ATM only 14% 23% 
• time deposits + others 16% 17% 
• loans + others 45% 39% 
















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































He lp The Needy By Par t ic ipat ing In The "FPB Service Survey" 
You were selected through a random sampling process to be one of the few respondents to take part in 
a "First Pacific Bank Service Survey". I wou ld very much appreciate it if you could spare 15 minutes to 
answer a few questions on the enclosed questionnaire so that we could better understand your needs 
and expectations. • 
As a token of appreciation for your reply, we would donate HK$10 per completed and returned ques-
t ionnaire to the Communi ty Chest in the collective name of "First Pacific Bank Customers". Therefore, 
not only would your reply help us improve our services to you, but also extend your generous support 
to the needed community. 
Your opinion is of great importance to us. Please take your time to fill out the questionnaire and use the 
pre-paid return envelope to send it back. Your answers would be kept confidential and only be used 
for statistical analysis. 
Please reply today. If you have any queries, please call me on 823-9338. 
Yours sincerely, 
/ f 〜 I 
Cyril Chow 
Executive Director 
P.S. For company accounts, please have this questionnaire filled out by one of your principle account holders 
or authorized signers. If you need another questionnaire in Chinese or English, please call me. 
第一太‘丨、m行钉m公TfJ 
First Pac i f i c Bank L i m i t e d 
22/F, First Pacif ic Bank Centre, 56 Gloucester Road, Hong Kong 





















游一太 '卜銀行打限公 h J 
First Pac i f i c Bank L i m i t e d 
否港吿七打道五1•六號第一太平銀行中心二十二樓 
電話：823 9823, 「蜀文傳眞：865 5151 電訊：83868 FPBHK HX 電掛：FIRPACBANK 
m H CUSTOMER SERVICE SURVEY 153 
For Inquin-, please call C>Til Chow 823-9339 Augus t 1994 
SECTION 1. CUSTOMER CHOICES (please / ) 
� 2 3 4 5 6 7 8 9 
Q1. Which are the banks that you are currently • • • • • • • • • 
using ？ (Please tick one or more) ^ K t c / a o ^ u r o w 
- c S L « ^ 5 < 
5 - ? I l i a 
^ D3 E' » o c 
Q2. For each of the banks that you are using, what are t» ^ ^ « ® 
the services you already enjoyed ？ (You may tick ；r- cl. rr 
multiple services) 
1 2 3 4 5 6 7 8 9 
(a) Checking Account • • • • • • • • • 
(b) HKS/Foreign Currency Saving • • • • • • • • • 
(c) Automatic Teller Machine • • • • • • • • • 
(d) Phone Banking • • • • • • • • • 
(e) Time Deposit below HK$500,000 • • • • • • • • • 
(f) HK$500,000 or above Time Deposit • • • • • • • • • 
(g) HK$ 100,000 or above Investment A/C • • • • • • • • • 
(h) Mortgage Loan • • • • • • • • • 
(i) PersonaiyTaxLoan • • • • • • • • • 
® Visa or Master Card • • • • • • • • • 
Q3. For each of the banks that you are using. No 
please select the bank that you Opinion 
1 2 3 4 5 6 7 8 9 
(a) visit most often. • • • • • • • • • 
(b) have largest amount of deposits. • • • • • • • • • 
(c) consider their services are the best. • • • • • • • • • 
(d) will put more deposits. • • • • • • • • • 
Q4. Please indicate how you distribute your total 1 . 2 3 4 5 6 7 8 
deposits among the current bank(s) you are 
using. 
Total 100 % % 。/。 。/。 ％ 。/< % % 
Q5. Which one of the following categories best describes your total deposits in banks ？ 
• l.HKSl0,000 or below • 4.HKS100,001 -HKS500,000 
• 2. H K S 1 0 , 0 0 1 - H K S 50,000 • 5. Above HK$500,000 
• 3. HK$50,001 - HK$ 100,000 
客户意見調査 
SECTION 2. CUSTOMER'S SERVICES REQUIREMENT 
We would like your impressions about First Pacific Bank's services performance relative to your 
expectations. Please think about the three different levels of expectations defined below: 
MINIMUM SERVICE LEVEL -- the minimum level of service performance you 
consider adequate 
DESIRED SERVICE LEVEL -- the level of service performance you desire 
FPB'S SERVICE LEVEL -- the level of sendee performance of First Pacific 
Bank 
For each of the following statements, please indicate: (a) your minimum service level by circling one of the 
-、〉 number in the first column; (b)your desired service level by circling one of the number in the second column; 
、心： （c) your perception of First Pacific Bank's service by circling one of the numbers in the third column. 
Please Circle 9 if you have high expectation. Circle 1 if you have low expectation. You may of course 
choose any score in between to represent your feelings about your appropriate degree of expectation. There 
is no right or wrong answer. 
My Minimum Service My Desired Service My Perception of 
Level is: Level is: FPB's Service 
Performance is: No 
Low High Low High Low High Opinion 
1. Easy for me to make deposits, 1 2 3 4 5 6 7 8 9 1 23 45 67 8 9 1 2 3 4 5 6 7 8 9 N 
withdrawal or transfer funds 
2. Help me build a sweet home 1 2 3 45 6 7 8 9 1 2 3 45 67 8 9 1 23 4 5 67 8 9 N 
3. Help me expand my company 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
business 
4. Help me invest and make profits 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
0 5. Modem equipment 1 2 3 45 6 7 8 9 1 2 3 45 6 7 8 9 1 23 45 6 7 8 9 N 
6. Visually appealing facilities 1 2 3 45 67 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 67 8 9 N 
7. Employees who have a neat, 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
professional appearance 
8. Visually appealing materials 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
associated with the service 
9. Convenient business hours 1 2 3 45 6 7 8 9 1 23 4 5 67 8 9 1 2 3 45 6 7 8 9 N 
10. Providing services as promised 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
11. Dependability in handling 1 23 45 6 7 8 9 1 2 3 45 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customers' service problems 
12. Performing services right the 1 23 45 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
first time 
13. Providing service at the 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
promised time 
14. Keeping customer informed 1 23 45 6 7 8 9 1 2 3 45 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
about when services will be 
perfomied 
客户意見調査 
“ My Minimum Service My Desire Service My Perception of 
Level is: Level is: FPB's Service 
Performance is: No 
Low High Low High Low High Opinion 
15. Prompt service to customers 1 2 3 4 5 6 7 8 9 1 23 45 6 7 8 9 1 23 4 5 6 7 8 9 N 
16. Willingness to help customers 1 2 3 45 67 8 9 1 23 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
17. Readiness to respond to 1 23 45 67 8 9 1 23 45 6 7 8 9 1 23 4 5 6 7 8 9 N 
customers' requests 
18. Employees who instill 1 23 45 67 8 9 1 23 45 67 8 9 1 2 3 4 5 6 7 8 9 N 
confidence in customers 
19. Making customers feel safe in 1 23 4 5 6 7 8 9 1 23 4 5 6 7 8 9 1 23 4 5 6 7 8 9 N 
their transactions 
、20. Employees who are consistently 1 2 3 45 6 7 8 9 1 2 3 4 5 6 7 8 9 1 23 4 5 67 8 9 N 
, • courteous 
21. Employees who have the 1 23 45 67 8 9 1 2345 67 8 9 1 23 45 67 8 9 N 
knowledge to answer 
customer questions 
22. Giving customers individual 1 23 45 67 8 9 1 2345 67 8 9 1 23 45 6 7 8 9 N 
attention 
23. Employees who deal with 1 2 3 45 67 8 9 1 23 45 67 8 9 1 23 4 5 6 7 8 9 N 
customers in a caring fashion 
24. Having the customer's best 1 2 3 45 67 8 9 1 23 45 67 8 9 _ 1 2 3 45 6 7 8 9 N 
interest at heart 
25. Employees who understand the 1 2 3 45 6 7 8 9 1 23 4 5 6 7 8 9 1 2 3 45 6 7 8 9 N 
needs of their customers 
26. If I complain, I will get a reply 1 2 3 45 67 8 9 1 23 45 67 8 9 1 23 4 5 67 89、. N 
27. If there is a problem, the 1 2 3 4 5 6 7 8 9 1 23 45 6 7 8 9 1 23 4 5 67 8 9 N 
manager will help me 
28. If I complain, the problem will 1 2 3 45 67 8 9 1 23 45 6 7 8 9 1 23 4 5 6 7 8 9 N 
be reasonably resolved 
》29. If I ask to see senior manager, 1 2 3 4 5 6 7 8 9 1 23 4 5 67 8 9 1 23 45 6 7 8 9 N 
I will not be declined 
30. Will waive service fees for long- 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
lasting customers 
31. Will grant exceptions to long - 1 2 3 4 5 6 7 8 9 1 23 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
lasting customers 
32. Will make service particularly 1 23 4 5 67 8 9 1 23 4 5 67 8 9 1 2 3 4 5 6 7 8 9 N 
easy for long-lasting 
customers who have 
personal relationship 
with the employees 
33. Will give advantageous treatment 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
to long-lasting customers 
who h'ave personal 
relationship with employees 
34. Will take good care of the long 1 2 3 45 67 8 9 1 2 3 45 6 7 8 9 • 1 2 3 4 5 6 7 8 9 N 
term interest of long-lasting 
customers 
35. Long and mutually rewarding 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customer relationship 
SECTION 3. IMPORTANCE OF SERVICES DIMENSIONS 156 
Q7. Thank you, you are about to finish. In this section, please allocate 100 marks to the following service 
dimensions according your feeling about their relative importance. You may give any of the full 100 
marks or zero mark to any of the item. The total marks allocated, however, should be 100. 
(I) About Service 
* Ability to satisfy customers' needs 
* Equipment, facilities, employees, materials & design 
associated with the service 
* Ability to perform the promised services dependently 
and accurately 
* Willingness to help and provide prompt service 
(II) About Bank & Employees 
* Knowledge, courtesy and trustworthiness 
* Caring, individualized attention 
* Ability to solve customers' service problems 
* Long and mutually rewarding customer relationship Z I I Z I I Z I I I I I Z 
Total : 100 
SECTION 4. CUSTOMER SATISFACTION oo ? t ? ？ 
Q8. Please put a tick to indicate the degree of your « - o i 3 a ^ 5； 
satisfaction of FPB's service. " « ^ 1" 
a 
C： 
7 6 5 ' 4 3 2 1 A K 
(a) Teller and General Customer Services • • • • • • • • • 
(h) Officer/Manager Services • • • • • • • • • 
(c) SavingAVithdrawal Sen/ices • • • • • • • • • 
(d) Time Deposit Services • • • • • • • • • 
(e) Mortgage Loan Services • • • • • • • • • 
(f) Investment Services • • • • • • • • • 
(g) Long Term Customer Relationship • • • • • • • • • 
(h) Ability to Solve Service Problems • • • • • • • • • 
(i) Price, Interests, and charges • • • • • • • • • 
G) Total Satisfaction • • • • • • • • • 
Q9. Do you have any dissatisfied experience with FPB's service recently? • 1. Yes • 2. No 
t. 
QIO. I f you do, what is it? 
Q l l . Has it been resolved satisfactorily? • 1. Yes • 2. No 
客户意見調査 
SECTION 5. CUSTOMER OPINIONS 
Q12. Please circle the appropriate number to indicate how strongly you agree or disagree or with the 
following statements. Please use 1 to represent "Strongly Disagree" and 7 for "Strongly Agree". 
You will Strongly Strongly 
Disagree Agree 
(a) Say positive things about First Pacific Bank to other people. 1 2 3 4 5 6 7 
(b) Recommend First Pacific Bank to someone who seeks your advice. 1 2 3 4 5 6 7 
(c) Encourage friends and relatives to do business with First Pacific Bank. 1 2 3 4 5 6 7 
(d). Consider First Pacific Bank your first choice to buy services. 1 2 3 4 5 6 7 
(e) Do more business with First Pacific Bank in the next few years. 1 2 3 4 5 6 7 
(f) Do less business with First Pacific Bank in the next few years. 1 2 3 4 5 6 7 
(g) Take some of your business to a competitor that offers better service. 1 2 3 4 5 6 7 
(h) Continue to do business with First Pacific Bank if its prices increase 1 2 3 4 5 6 7 
somewhat. 
(i) Pay a higher price than competitors charge for the benefits you currently 1 2 3 4 5 6 7 j 
receive from First Pacific Bank. 
0) Switch to a competitor i f you experience a problem with First Pacific 1 2 3 4 5 6 7 
Bank's service. 
(k) Complain to other consumers i f you experience a problem with First 1 2 3 4 5 6 7 
Pacific Bank's service. 
(1) Complain to external agencies, such as the Consumer Council, i f you 1 2 3 4 5 6 7 i 
experience a problem with First Pacific Bank's service. 
SECTION 6. CUSTOMER BACKGROUND 
Finally，we would like to know your background for statistical analysis purposes. The questionnaire will 
be directly mailed to First Pacific Bank Centre. It will be treated as highly confidential. 
Q13. Age • 1. Below 20 • 6. 40 - 44 
• 2. 20 - 24 • 1： 45 - 4 9 
• 3. 25 - 29 • 8. 50 - 54 
• 4. 30 - 34 • 9. 55 or above 
• 5. 35 — 39 
Q14. Sex • 1. Male • 2. Female 
Q15. Account Category 
• 1. Company Account • 3. Personal /Joint Account 
: Q 2. Partnership Account 
Q16. Marital Status 
O 1. Single • 3. Married with 1 child 
• 2. Married with no child • 4. Married with 2 children or above 
客户意見調査 
Q17. Education • 1. Below Secondary • 3. Secondary Graduate 
• 2. Matriculated • 4. University or above 
Q18. Occupation Please specify : 
• 1. Professional/Manager/Executive 
• 2. Business Entrepreneurs • 7. Student 
• 3. Office - Skilled • 8. Housewife 
• 4. Office - Unskilled • 9 No Job 
• 5. Factory - Skilled • 10. Retired 
• 6. Factory - Unskilled • 11. Others 
Q19. Monthly Salary (HK$) 
• 1. Below $ 5,000 • 5. $20,000 ~ S24,999 
• 2. $5,000 - S 9,999 • 6. $25,000 - $29,999 J 
• 3. $10,000 -514,999 • 7. $30,000 - $34,999 | 
• 4. $15,000 -S19,999 • 8. $35,000 or Above ; 
i 
Q20. Monthly Family Income (HKS) 
• 1. Below S10,000 • 6. S30,000 - $34,999 
• 2. S10,000~S14,999 • 7. 535,000 - S39,999 
• 3. $15,000 -$19,999 • 8. S40,000 - S44,999 
• 4. S20,000 - S24,999 • 9. $45,000 - S49,999 
• 5. S25,000 - S29,000 • 10. 550,000 or Above 
Q21. Residence • 1. Rented 
• 2. Owned - without Mortgage | 
• 3. Owned - with Mortgage 
• 4. Live with Family Members 
• 5. Quarters provided by employer 
• 6. Public Housing Estate 
Q22. - How long have you been a customer of First Pacific Bank ？ year(s) 
Thank you for your assistance. 
Please return the questionnaire with the self-addressed and stamped envelop today. 
For OfTicial Use: RN (301): 1760 “ d ^ • 
GP - (302): BR (303) : GIF (304): . DDA (305). 
SAV (306): A T M (307): MIL (308): PIL (309). 
™ (310): JTD (311): DDAB (312): SAVB(313V 
_ 肌 B ( 3 1 4 ) : TILB(315): TDB (316): ED CO . CHK 
H i CUSTOMER SERVICE SURVEY 159 
For Inquiry, please call Cyril Chow 823-9339 August 1994 
SECTION 1. CUSTOMER CHOICES (please / ) 
� 2 3 4 5 6 7 8 9 
Ql. Which are the banks that you are currently • • • • • • • • • 
using? (Please tick one or more) i s s c ^ o w r o c/. 
g s I S - ^ 3 
？ = o n e ; S 
o. o I ^ = « . z 
n W Q rr ^ rr o 
" D ^ B o c： 
Q2. For each of the banks that you are using, what are ? S = « ® o 
the services you already enjoyed ？ (You may tick ^ 
multiple services) 
1 2 3 4 5 6 7 8 9 
(a) Checking Account • • • • • • • • • 
(b) HXS/Foreign Currency Saving • • • • • • • • • 
(c) Automatic Teller Machine • • • • • • • • • 
(d) Phone Banking • • • • • • • • • 
(e) Time Deposit below HKS500,000 • • • • • • • • • 
(f) HK$500，000 or above Time Deposit • • • • • • • • • 
(g) HKS 100,000 or above Investment A/C • • • • • • • • • 
(h) Mortgage Loan • • • • • • • • • 
(i) Personal/Tax Loan • • • • • • • • • 
0) Visa or Master Card • • • • • • • • • 
j 
Q3. For each of the banks that you are using, No i 
please select the bank that you Opinion 
. 1 2 3 4 5 6 7 8 9 
(a) visit most often. . • • • • • • • • • 
(b) have largest amount of deposits. • • • • • • • • • 
(c) consider their services are the best: • • • • • • • • • 
(d) will put more deposits. • • • • • • • • • 
Q4. Please indicate how you distribute your total 1 . 2 3 4 5 6 7 8 
deposits among the current bank(s) you are r — - r — — r - — r — 
using. 
Total 100% % % 。/o % 0/ 。/( % o/o 
Q5. Which one of the following categories best describes your totaJ deposits in banks ？ 
• 1. HKS 10,000 or below • 4. HKS100,001 - HKS500 000 
• 2. HK$10,001 — HKS 50,000 • 5. Above HKSSOO 000 ’ 
• 3. HKS50,001 - HKS 100,000 ， 
•160 
SECTION 2. CUSTOMER'S SERVICES REQUIREMENT 
We would like your impressions about bank's services performance relative to your expectations. 
Please think about the two different levels of expectations defined below: 
DESIRED SERVICE LEVEL — the level of service performance you desire 
FPB's SERVICE LEVEL - the difference between the level of service 
performance of First Pacific Bank relative to the 
desired service level 
For each of the following statements, please indicate: (a) your desired service level by circling 
one of the number in the first column; (b) your perception of First Pacific Bank's service by 
circling one of the numbers in the second column. 
Please circle 9 if you have high expectation. Circle 1 if you have low expectation. Of course, you 
may select one of the numbers between 2 and 8 to reflect your feelings. There are no right 
answer. Your honest responses are important. 
My Desired Service Compared with My Desired 
Level is: Service Level, FPB's Service 
Performance is: 
the No 
Low High Lower same Higher Opinion 
1. Easy for me to make deposits, 1 23 45 67 8 9 1 2 3 4 5 6 7 8 9 N 
withdrawal or transfer funds 
2. Help me build a sweet home 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
3. Help me expand my company 1 23 45 67 8 9 1 2 3 4 5 6 7 8 9 N 
business 
4. Help me invest and make profits 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
5. Modem equipment 1 23 45 67 8 9 1 2 3 4 5 6 7 8 9 N 
6. Visually appealing facilities , 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
7. Employees who have a neat, 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
professional appearance 
8. Visually appealing materials 1 2 3 45 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
associated with the service 
9. Convenient business hours 1 23 4 5 67 8 9 1 2 3 4 5 6 7 8 9 N 
10. Providing services as promised 1 23 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 M 
11. Dependability in handling 1 23 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customers' service problems 
12. Performing services right the 1 2 3 4 5 6 7 8 9 i o , 4《< 7 o o 、t 
first time 1 2 “ 5 6 7 8 9 N 
13. Providing service at the promised 1 2 3 4 5 6 7 8 9 , ^ ^ , , _ 
time 1 2 3 4 5 6 7 8 9 N 
14. Keeping customer informed 1 2 3 4 5 6 7 8 9 
about when services will be 1 2 3 4 5 6 7 8 9 N 
performed 
客户意見調査 
My Desired Service Compared with My Desired 
Level is: Scrvice Level. FPB's Servicc 
Performance is: 
the No 
Low High Lower same Higher Opinion 
15. Prompt service to customers 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
16. Willingness to help customers 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
17. Readiness to respond to customers' 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
requests 
18. Employees who instill confidence 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
in customers 
19. Making customers feel safe in 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
their transactions 
20. Employees who arc consistently 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
courteous 
21. Employees who have the knowledge 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
to answer customer questions 
22. Giving customers individual attention 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
23. Employees who deal with customers in 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
a caring fashion 
24. Having the customer's best interest at 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
heart 
25. Employees who understand the needs 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
of their customers 
26. If I complain, I will get a reply 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
27. If there is a problem，the manager will 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
help me 
28. If I complain, the problem will be 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
reasonably resolved 
29. : If I ask to see senior manager, will 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
not be declined 
30. Will waive service fees long-lasting 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customers 
31. Will grant exceptions to long-lasting 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customers . 
32. Will make service particularly easy 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
for long-lasting customers who 
have developed persona] 
relationship with the employees 
33. Will give advantageous treatment to 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 
long-lasting customers who have " 
developed personal relationship 
with the employees 
34. Will take good care of the long term 1 2 3 4 5 6 7 8 9 " 3 4 5 6 7 8 9 N 
interest of long-lasting customers 一 
35. Long and mutually rewarding 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
customer relationship 一 
t. 
客户意見調査 
SECTION 3. IMPORTANCE OF SERVICES DIMENSIONS 
Q7. Thank you, you are about to finish. In this section, please allocate 100 marks to the following service 
dimensions according your feeling about their relative importance. You may give any of the full 100 
marks or zero mark to any of the item. The total marks allocated, however, should be 100. 
(I) About Service 
* Ability to satisfy customers' needs 
* Equipment, facilities, employees, materials & design 
associated with the service 
* Ability to perform the promised ser/ices dependently 
and accurately 
* Willingness to help and provide prompt service 
(II) About Bank & Employees 
* Knowledge, courtesy and trustworthiness 
* Caring, individualized attention 
* Ability to solve customers' service problems 
* Long and mutually rewarding customer relationship Z I Z Z I Z Z I I I Z 
Total : 100 
SECTION 4. CUSTOMER SATISFACTION ？ = ？ ？ 
“―"tsO tjD il^ s 
3 » E ^ -o 
Q8. Please put a tick to indicate the degree of your £ — I • 曰 忌 云 旨 " ？. 
satisfaction of FPB's service. U l l 5 = r 
lA 
V： 7 6 5 . 4 3 2 1 A N 
(a) Teller and General Customer Services • • • • • • • • • 
(b) Officer/Manager Services ‘ ‘ • • • • • • • • • 
(c) SavingAVithdrawal Services • • • • • • • • • 
(d) Time Deposit Ser/ices • • • • • • • • • 
(e) Mortgage Loan Services . ‘ • • • • • • • • • 
(f) Investment Services • • • • • • • • • 
(g) Long Term Customer Relationship • • • • • • • • • 
(h) Ability to Solve Service Problems • . • • • • • • • • 
(i) Price, Interests, and charges • • • • • • • • • 
G) Total Satisfaction • • • • • • • • • 
Q9. Do you have any dissatisfied experience with FPB's service recently? • 1. Yes • 2. No 
QIO. I f you do, what is it? 
Q l l . Has it been resolved satisfactorily? • 1. Yes • 2. No 
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SECTION 5. CUSTOMER OPINIONS 
Q12. Please circle the appropriate number to indicate how strongly you agree or disagree or with the 
following statements. Please use 1 to represent "Strongly Disagree" and 7 for "Strongly Agree". 
You will...... Strongly Strongly 
Disagree Agree 
(a) Say positive things about First Pacific Bank to other people. 1 2 3 4 5 6 7 
(b) Recommend First Pacific Bank to someone who seeks your advice. 1 2 3 4 5 6 7 
(c) Encourage friends and relatives to do business with First Pacific Bank. 1 2 3 4 5 6 7 
(d) Consider First Pacific Bank your first choice to buy services. 1 2 3 4 5 6 7 
(e) Do more business with First Pacific Bank in the next few years. 1 2 3 4 5 6 7 
(f) Do less business with First Pacific Bank in the next few years. 1 2 3 4 5 6 7 
(g) Take some of your business to a competitor that offers better service. 1 2 3 4 5 6 7 
(h) Continue to do business with First Pacific Bank i f its prices increase 1 2 3 4 5 6 7 
somewhat. 
(i) Pay a higher price than competitors charge for the benefits you currently 1 2 3 4 5 6 7 
receive from First Pacific Bank. 
G) Switch to a competitor i f you experience a problem with First Pacific 1 2 3 4 5 6 7 
Bank's service. 
(k) Complain to other consumers i f you experience a problem with First 1 2 3 4 5 6 7 
Pacific Bank's service. 
(I) Complain to external agencies, such as the Consumer Council, if you 1 2 3 4 5 6 7 
experience a problem with First Pacific Bank's service. 
SECTION 6. CUSTOMER BACKGROUND 
Finally, we would like to know your background for statistical analysis purposes. The questionnaire will 
be directly mailed to First Pacific Bank Centre. It will be treated as highly confidential. 
Q13. Age • 1. Below 20 • 6. 40 - 44 
• 2. 20 - 24 • 7. 45 --49 
• 3. 2 5 - 2 9 • • 8. 50 - 54 
• 4. 30 - 34 • 9. 55 or above 
• 5. 35 - 3 9 
Q14. Sex • 1. Male • • 2. Female 
Q15. Account Category 
• 1. Company Account • 3. Personal /Joint Account 
.. • 2. Partnership Account 
Q16. Marital Status 
• 1. Single • 3. Married with 1 child 
• 2. Married with no child • 4. Married with 2 children or above 
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Q17. Education • 1. Below Secondary • 3. Secondary Graduate 
• 2. Matriculated • 4. University or above 
1 
Q18. Occupation Please specify : 
• 1. Professional/Manager/Executive 
• 2. Business Entrepreneurs • 7. Student 
• 3. Office - Skilled • 8. Housewife 
• 4. Office-Unskilled • 9 No Job 
• 5. Factory - Skilled • 10. Retired 
• 6. Factory - Unskilled • 11. Others 
Q19. Monthly Salary (HKS) 
• 1. Below S 5,000 • 5. S20,000 - S24,999 
• 2. S5,000 - S 9,999 • 6. S25,000 - 529,999 
• 3. $10,000 -S14,999 • 7. $30,000 - $34,999 
• 4. 515,000 -S19,999 • 8. $35,000 or Above 
Q20. Monthly Family Income (HKS) 
• 1. Below S10，000 • 6. S30,000 - S34,999 
• 2. $10,000 ~S14,999 • 7. S35,000 - S39,999 
• 3. $15,000 -S19,999 • 8. S40,000 - $44,999 
• 4. S20,000 - $24,999 • 9. $45,000 - 549,999 
• 5. $25,000 - S29,000 • 10. $50,000 or Above 
Q21. Residence • 1. Rented 
• 2. Owned - without Mortgage I 
• 3. Owned - with Mortgage ‘ 
• 4. Live with Family Members 
• . 5. Quarters provided by employer 
• 6. Public Housing Estate 
Q22. How long have you been a customer of First Pacific Bank ? year(s) 
Thank you for your assistance. 
Please return the questionnaire with the self-addressed and stamped envelop today. 
For Official Use: RN (301): 1810 Date: 、 
GP - (302): BR (303) : GIF (304): DDA (305): 
SAV (306): A T M (307): M IL (308): H L (309): 
TD (310): JTD (311): DDAB (312): SAVE (313): 
肌 B ( 3 1 4 ) : TILB(315): TDB (316): ED CO CHK 
1 
： r ~ M M 
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1 2 3 4 5 6 7 8 
• • • • • • • • 
第 m 板 m m 中 靡 其 請註明 
• 豐 生 打 l i 资 资 i f t i i 
太 銀 銀 銀 寶 大 本 銀 
平 行 行 行 通 . 睦 地 行 
銀 銀 銀 銀 
行 行 行 行 
I.. 
〇2.在您選用的銀行之中，您正在採用哪幾項服務呢？（可/多項） 
1 2 3 4 5 6 7 8 9沒有採用該服務 
(a)支票户口 • • • • • • • • • 
(b)港元或外幣儲蓄 • • • • • • • • • 
(C)自動提款唔 • • • • • • • • • 
(d)電話銀行服務 • • • • • • • • • 
(e) 50萬元或以下各式定期 • • • • • • • • • 
“ ⑴50萬元或以上各式定期 • • • • • • • • • I 
(g) 10萬元或以上投資户U • • • • • • • • • 
(h)樓宇按揭服務 • • • • • • • • • 
⑴私人或交税貸款 • • • • • • • • • 
V (j) VISA或萬事逹信用II吉 • • • • • • • • • 
- Q3.在您目前已選用的銀行中 
’ 1 2 3 4 5 6 7 8 9無意見 
(a)您最常到的銀行是 • • • • • [ • • 口 • 
(b)您存款最多的銀行是 • • • • • • • • • 
(C)您認為服務最好的銀行是 • • • • • • • • • 
(d)您會存更多存款的銀行是 • • • • • • • • • 
04.在您目前所選用的銀行中， 
您的存敎額大概如何分佈呢？ ％ % % % % % 。/。 。/。 共100% 
、 Q5.請問目前您在各銀行合共總存款大約有多少港元？ 
• 1. $10,000或以下 • 4. $100,001-$500,000 
• • 2. $10,001-$50,000 • 5. $500,001 或以 h 
• 3. $50,001-$100,000 
J ‘ 2 J 
/ 
















(丨)我的最低 （丨丨)我所希望的 （III)我對第一太平銀行 
服務表現要求是： 服務表現要求是： 目前服務表現的感覺是： 
i 低 高 低 高 低 高無意見 
1 
1.助我方便提存轉賬 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4"5 6 7 8 9 N 
2 .助我置業安居 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
3 .助我發展公司業務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
4 .助我投資穫利 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
5 .設備現代化 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
6 .設施外貌吸引 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
7 . 職員有稱身的儀表，專業的外貌 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
8.服務有關物料’器材外貌吸引 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
9 .服務時問予人方便 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
10.按承諾提供服務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
11.可靠地處理客户服務難題 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
12.第一次便能準確地提供服務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
13.在承諾時問内為客户提供服務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
14.譲客户知道何時會為其服務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N I 
15.即時為客户服務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N | 
1 6 . 樂意幫助客户 . . 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
17.及時回應客户要求 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
18.職員令客户對他們有信心 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
19.令客户覺得其交易安全穩妥 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1'2 3 4 5 6 7 8 9 N [ 
2 •.職員態度始終謙恭有禮 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N i 
ZD：：：： — J 
I 
j 客 户 意 見 調 查 
'叙 (丨)我的最低 （11)我所希望的 （III)我對第一太平銀行 
服務表現要求是： 服務表現要求是： 目前服務表現的感覺是： 
低 高 低 高 低 高無意見 
21.職員有豐富知識解答客户疑問 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
22.給予客户個别照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
23.職員對客户關心而親切 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
24.會以客户最佳利益為依歸 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
25.職員了解客户需要 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
26.如投訴會得回覆 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
27.如有問題會得經理幫助 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
28.如有投訴會得經理解決 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
29.如要求見髙層不會被拒絶 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
30.多年客户會得減收服務費 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
31.多年客户額外要求會給予照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 . N 
办 32.與職員相熟會得方便 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
33.與職員相熟會得好處 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
34.來往多年客户長期利益得被照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 





















欣喜的愉快的 大致有時滿意大致不開心的可怕的 中性 無意見 
滿意有時不滿不滿意 既無滿意 
亦無不滿 
7 6 5 4 3 2 1 A N 
1.櫃員及一般客户服務 • • • • • • • • • 
2.客户主任 /經理服務 • • • • • • • • • 
3 .提存服務 • • • • • • • • • 
4 .定期存款服務 • • • • • • • • • 
5 .樓宇按揭貸款 • • • • • • • • • 
6.投資服務 • • • • • • • • • 
. 7 .客户長期關係 • • • • • • • • • 
8.解決客户服務難題的能力 • • • • • • • • • 
9 .價格與收費 • • • • • • • • • 
10.總體滿意程度 • • • • • • • • • 
〇9.請問最近在第一太平銀行有沒有遇上令您不滿意的地方呢？ 
• 有 •沒有（請轉答Q12) 
Q10.如有，請問那是什麼呢？ 
Q11.該不滿意的地方，目前是否已經完滿地解決呢？ 






1.您會向别人提及第一太平銀行的優點 1 2 3 4 5 6 7 
2.如有人徵求您的意見，您會向他們推薦第一太平銀行 1 2 3 4 5 6 7 
3.您會鼓勵您的親友在第一太平銀行開户 1 2 3 4 5 6 7 
4.若您再採用其他銀行服務，您會視第一太平銀行為首選 1 2 3 4 5 6 . 7 
• . I I 
I 1 




5.您會在未來數年内與第一太平銀行增加生意往來 1 2 3 4 5 6 7 
6.您會在未來數年内，與第一太平銀行減少生意往來 1 2 3 4 5 6 7 
7.您會將部份在第一太平銀行的來往轉至其他銀行 1 2 3 4 5 6 7 
8.即使價格再略高些，您仍會採用第一太平銀行的服務 1 2 3 4 5 6 7 
9.您願意為繼續享用目前在第一太平銀行的好處， 1 2 3 4 5 6 7 
而付出比其他銀行略高的價格 
10.如您在第一太平銀行遇到服務上的問題，您會轉移至 1 2 3 4 5 6 7 
其他銀行 
11.如您在第一太平銀行遇到服務上的問題，您會向 1 - 2 3 4 5 6 7 
其他客户投訴 





Q13.年齢 • 1.20 歲以下 • 6.40-44 
• 2.20-24 • 7. 45-49 
• 3. 25-29 • 8. 50-54 
• 4.30-34 • 9. 55或以上 
• 5.35-39 
Q14.性别 • 1.男 • 2.女 
〇15.户口類别 • 1.公司户口 • 2.合伙或社團户口 • 3.個人或聯名户口 
〇16.婚姻狀況 • 1.單身 • 3.已婚，有1子女 
• 2.已婚，無子女 • 4.已婚，2子女或以上 
〇17.教育程度 • 1.中學未畢業或以下 • 3.中學畢業 
• 2.預科畢業 • 4.大學或以上 
請 轉 下 頁 
I I 
； 客 户 意 見 調 査 ； 
I 
1 
018.職業 • 1 .專業人士 /經理 /行政人員 • 7 . 學 生 1 
• 2.商人 • 8 .家庭主婦 
• 3 .公司：技術人員 • 9 . 失 業 
• 4 .公司：非技術人員 • 10 .退休 
(請説明） • 5 .工廠：技術人員 • 11 .其他 
• 6.工廠：非技術人員 
Q19.個人每月收入 • 1.HK$5,000以下 • 6. HK$ 25,000-$29,999 
• 2. HK$ 5,000-$9’999 • 7. HK$ 3〇,00〇-$34’999 
• 3. HK$ 10,000-$14,999 • 8. HK$ 35,000或以上 \ 
• 4. HK$ 15’0〇0-$19’999 
• 5. HK$ 20,000-$24,999 
〇 2 0 . 家 庭 每 月 總 收 入 • 1. HK$ 10,000以下 • 6. HK$ 30,000-$34,999 
• 2. HK$ 10,000-$14,999 • 7. HK$ 35,000-$39’999 
• 3. HK$ 15,000-$19,999 • 8. HK$ 40’00〇-$44’999 
• 4. HK$ 20,000-$24,999 • 9. HK$ 45,000-$49,999 
• 5. HK$ 25,000-$29,999 • 10. HK$ 50,000或以上 
Q21.居住情況 • 1.租來的私人樓宇 
• 2.自置物業，無按揭 
• 3 .自置物業，有銀行按揭 
• 4 .與家人同住 






A A -1 1 nr： MIL: TDB: 
RN: 0 0 1 1 0 5 piL: 
GP: TD: ED: 
BR: JTD: CO: 
GIF: DDAB: CHK: 
DDA: SAVB: 
SAV; MILB: 
ATM: TILB: DATE: 
6 I I 
！ I 
T~ 7^1 丨 
IbWHIWI 
“ 第 一 太 平 銀 行 客 户 意 見 調 查 . 
；,. 如有查詢請電8 2 3 - 9 3 3 8周志堅 一九九四年八月 
第一部份：客户的選擇（請在適當的•中加上/號） 
；：• 〇1.在下列銀行之中，哪幾閭是您目前有選用的呢？ 
1 2 3 4 5 6 7 8 
( • • • • • • • • 
； 第 匯 彳 亙 渣 萬 中 華 其 請註明 
— 豐 生 打 國 資 資 • 他 
： 太 銀 銀 銀 寶 大 本 銀 
平 行 行 行 通 陸 地 行 
銀 銀 銀 銀 
行 行 行 行 
‘ Q2•在您選用的銀行之中，您正在採用哪幾項服務呢？（可/多項） 
1 2 3 4 5 6 7 8 9沒有採用該服務 
(a)支票户口 • • • • • • • • • 
(b)港元或外幣儲蓄 • • • • • • • • • 
(C)自動提款唔 • • • • • • • • • 
(d)電話銀行服務 • • • • • • • • • 
(e) 50萬元或以下各式定期 • • • • • • • • • 
“ ⑴50萬元或以上各式定期 • • • • • • • • • 
‘ ( g ) 10萬元或以上投資户口 • • • • • • [ • 口 • 
(h)樓宇按揭服務 • • • • • • • • • 
( i )私人或交税貸款 • • • • • • • • • 
M (j) VISA或萬事達信用唔 • • • • • • • • • 
. Q3.在您目前已選用的銀行中 
： 1 2 3 4 5 6 7 8 9 無意見 
； (a)您最常到的銀行是 • • • • • • • • • 
‘ ‘ (b)您存款最多的銀行是 • • • • • • • • • 
’ (C)您認為服務最好的銀行是 • • • • • • ! • 口 • 
(d)您會存更多存款的銀行是 • • • • • • • • • 
Q4.在您目前所選用的銀行中， 
j 您的#款額大概如何分佈呢？ ％ % % % % % % % 共 1 0 0 7 。 \ 
.；‘" Q5.請問目前您在各銀行合共總存款大約有多少港元？ 
• 1 . $ 1 0 , 0 0 0 或 以 下 • 4 . $ 1 0 0 , 0 0 1 - $ 5 0 0 , 0 0 0 
• 2 . $ 1 0 , 0 0 1 - $ 5 0 , 0 0 0 • 5 . $ 5 0 0 , 0 0 1 或 以 上 
• 3 . $ 5 0 , 0 0 1 - $ 1 0 0 , 0 0 0 
^ - ： ： ^ • — ^ 1 
： ： 丨 ^ : : ^ 客 户 意 見 調 查 ‘ 
第二部份：客户的服務要求 
Q 6 . 在 這 一 部 分 ， 我 們 希 望 知 道 您 對 銀 行 服 務 的 兩 個 層 次 的 要 求 ， 及 對 第 一 太 平 銀 行 目 前 的 服 務 表 現 的 感 覺 。 
這部份可能要花您多一點心思，請儘量完成這部份問題，多謝！ 
首先，請參考以下定義 
( I )您所希望的服務表現水平 ：您所期望得到的服務水平 
(II)您對第一太平銀行目前服務水平相對於您的希望服務水平的感覺：銀行服務表現與期望表現 b 
的差距 “ 
I fJ 丨 丨 旁 
> 
請考慮下列句子，在以下兩欄内，分别圈出適當的分數，表達您對 「 





服務表現要求是： 表現比所希望的表現水平是： I 
低 髙 低 於 與所希望 高 於 無 意 見 
希望 的相同 希望 I 
水平 水平 1 
‘ ‘ I 
1 . 助 我 方 便 提 存 轉 賬 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N | 
2 . 助 我 置 業 安 居 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N \ 
3 . 助 我 發 展 公 司 業 務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N i 
4 . 助 我 投 資 穫 利 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
5.設備現代化 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N j 
6 . 設 施 外 貌 吸 引 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N { 
7 . 職 員 有 稱 身 的 儀 表 ， 專 業 的 外 貌 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N j 
8 . 服 務 有 關 物 料 ， 器 材 外 貌 吸 引 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N ‘ 
9 . 服 務 時 閭 予 人 方 便 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
1 0 . 按 承 諾 提 供 服 務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
1 1 . 可 靠 地 處 理 客 户 服 務 難 題 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
1 2 . 第 一 次 便 能 準 確 地 提 供 服 務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
1 3 . 在 承 諾 時 間 内 為 客 户 提 供 服 務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N j 
1 4 . 讓 客 户 知 道 何 時 會 為 其 服 務 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N ‘ 
1 5 . 即 時 為 客 户 服 務 1 2 3 4 5 6 7 8 9 , 1 2 3 4 5 6 7 8 ' 9 N 
1 6 . 樂 意 常 助 客 户 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
1 7 . 及 時 回 應 客 户 要 求 " 1 2 3 4 5 6 7- 8 9 1 2 3 4 5 6 7 8 9 N 卜 
1 8 . 職 員 令 客 户 對 他 們 有 信 心 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N j 
1 9 . 令 客 户 覺 得 其 交 易 安 全 穩 妥 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
2 0 . 職 員 態 度 始 終 謙 恭 有 禮 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 







低 高 低 於 與 所 希 望 高 於 無 意 見 
希望 的 相 同 希 望 
水平 水平 
22.給予客户個别照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
23.職員對客户關心而親切 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
24.會以客户最佳利益為依歸 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
25.職員了解客户需要 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
26.如投訴會得回覆 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
27.如有問題會得經理幫助 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
28.如有投訴會得經理解決 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
29.如要求見高層不會被拒絶 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
30.多年客户會得减收服務費 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
31.多年客户額外要求會給予照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
32.與職員相熟會得方便 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
33.與職員相熟會得好處 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 
34.來往多年客户長期利益得被照顧 1 2 3 4 5 6 7 8 9 1 2 3 4 5 6 7 8 9 N 




















欣喜的愉快的 大致有時滿意大致不開心的可怕的 中性 無意見 
滿意有時不滿不滿意 既無滿意 
亦無不滿 
7 6 5 4 3 2 1 A N 
1.櫃員及一般客户服務 • • • • • • • • • 
2 .客户主任 /經理服務 • • • • • • • • • 
3 . 提存服務 • • • • • • • • • 
4 .定期存款服務 • • • • • • • • • 
. 5 .樓宇按揭貸款 • • • • • • • • • 
6 .投資服務 • • • • • • • • • 
7 .客户長期關係 • • • • • • • • • 
8.解決客户服務難題的能力 • • • • • • • • • 
9 . 價格與收費 • • • • • • • • • 
10.總體滿意程度 • • • • • • • • • 
Q9.請問最近在第一太平銀行有沒有遇上令您不滿意的地方呢？ 
• 有 •沒有（請轉答Q12) 
Q10.如有，請問那是什麽呢？ 
Q11.該不滿意的地方，目前是否已經完滿地解決呢？ 






1.您會向别人提及第一太平銀行的優點 1 2 3 4 5 6 7 
2.如有人徵求您的意見，您會向他們推薦第一太平銀行 1 2 3 4 5 6 7 
3 .您會鼓勵您的親友在第一太平銀行開户 1 2 3 4 5 6 7 
4.若您再採用其他銀行服務，您會視第一太平銀行為首選 1 2 3 4 5 6 7 
I . • ^ ^ i — 
客 户 意 見 調 查 I ~ 
強烈 強烈 
不同意 同意 
5 .您會在未來數年内與第一太平銀行增加生意往來 1 2 3 4 5 6 7 
6 .您會在未來數年内，與第一太平銀行減少生意往來 1 2 3 4 5 6 7 
7 .您會將部份在第一太平銀行的來往轉至其他銀行 1 2 3 4 5 6 7 
8 .即使價格再略高些，您仍會採用第一太平銀行的服務 1 2 3 4 5 6 7 
9 .您願意為繼續享用目前在第一太平銀行的好處， 1 2 3 4 5 6 7 
而付出比其他銀行略高的價格 
10.如您在第一太平銀行遇到服務上的問題，您會轉移至 1 2 3 4 5 6 7 
其他銀行 
11.如您在第一太平銀行遇到服務上的問題，您會向 1 2 3 4 5 6 7 
其他客户投訴 





Q13.年齢 • 1.20 歲以下 • 6.40-44 
• 2.20-24 • 7. 45-49 
• 3. 25-29 • 8.50-54 
• 4.30-34 • 9. 55或以上 
• 5.35-39 
Q14.性别 • 1 .男 • 2 .女 
Q15.户口類别 • 1.公司户口 • 2.合伙或社團户口 • 3 .個人或聯名户口 
Q16.婚姻狀況 • 1 .單身 • 3 .已婚，有1子女 
• 2 .巳婚，無子女 • 4 .已婚，2子女或以上 
Q17.教育程度 • 1.中學未畢業或以下 • 3 .中學畢業 
• 2 .預科畢業 • 4 .大學或以上 
請 轉 下 頁 
I I 
^ I 1 I 
客 户 意 見 調 査 I 
〇18.職業 口 1 .專業人士 /經理 /行政人員 • 7 . 學 生 ） 
• 2.商人 • 8 .家庭主婦 
• 3 .公司：技術人員 • 9 . 失 業 
• 4 .公司：非技術人員 • 10 .退休 
(請説明） • 5 .工廠：技術人員 • 11 .其他 
• 6.工廠：非技術人員 
Q19.個人每月收人 • 1.HK$5,000以下 • 6. HK$ 25,000-$29,999 
• 2. HK$ 5,000-$9,999 • 7. HK$ 30.000-$34,999 
• 3. HK$ 10,000-$14,999 • 8. HK$ 35,000或以上 
• 4. HK$ 15,000-$19’999 
• 5. HK$ 20,000-$24,999 
Q 2 0 . 家 庭 每 月 總 收 入 • 1. HK$ 10,000以下 • 6. HK$ 30.000-$34,999 
• 2. HK$ 10,000-$14,999 • 7. HK$ 35’000-$39’999 
• 3. HK$ 15,000-$19,999 • 8. HK$ 40,000-$44,999 
• 4. HK$ 20,000-$24,999 • 9. HK$ 45,000-$49,999 
• 5. HK$ 25,000-$29,999 • 10. HK$ 50,000或以上 
Q21.居住情況 • 1 .租來的私人樓宇 
• 2.自置物業，無按揭 
• 3 .自置物業，有銀行按揭 
• 4 .與家人同住 
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Bank Ltd,". • 
1990 Honorary Mention, Hong Kong Management Association/ TVB 
Marketing Excellence Award for the "The Launch of a Homeowners' 
Bank Marketing Campaign,". 
1993 Distinguished Paper Award for the paper titled: "Marketing Thoughts and 
the Evolution of the China Market," a marketing paper presented in the 
China Marketing Association Annual Conference, (September), Beijing. 
1994 Hong Kong Ten Outstanding Young Persons Award, awarded by the 
Hong Kong Junior Chamber of Commerce 
SELECTED PUBLICATIONS 
1991 "Asset-Backed Securities - An Overview," in The 1991 Asia-Pacific 
Asset-Backed Securities Forum^ May 8，p5. 
1993 "Marketing Thoughts and the Evolution of the China Markets", (In 
Chinese), a distinguished award-winning paper presented in the 1993 
China Marketing Association Annual Conference, Nov 27, Beijing. 
1994 "Materialism and Retail Service Quality : The case of Beijing and Hong 
Kong," a paper presented in the First Marketing Symposium for 
Marketing Professionals from China, Taiwan and Hong Kong, 
1994 "Theory-Based Service Marketing: An Interview with Cyril Chow," The 
Direction, Hong Kong Institute of Marketing, (Mar/April), 6-7. 
Transactions in Marketing, (in Chinese), a Weekly Column in Marketing, 
Hong Kong Economic Journal, since September 94 till now. 
1995 "The Mission in History For Professional Organizations in Hong Kong 
Toward 1997," (in Chinese), Hong Kong Economic Journal, February 23. 
"Professional Marketing and Professional Marketers" (in Chinese), Hong 
Kong Economic Journal, March 2. 
"The Legal and Ethical Foundations for Professional Marketers in Hong 
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